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Now  he's  doing  for  our  vitamins 
what  he  did  for  spinach. 
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The  familiar  looking  character  above       of  vitamins  and  minerals.  So  now  your 


features  in  just  one  of  our 
refreshingly  different  advertise- 
ments for  1991,  which  are  all 
helping  to  explain  the  benefits 
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customers  know  what's  good 
for  them,  all  you  need  to  do  is 
stock  up.  And  let  Popeye  put 
the  wind  in  your  sales. 


New  role 
talks  start 
in  Liverpool 

Society  seeks  to 
vet  staff  training 

Annual  rise  puts 
1  scripts  at  £3.40 

Pharmacy  loans 
on  offer  from 
Norwich  Union 
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Supplementary 
benefits... 


Smashing  Insurance  Cover. 


If  your  pharmacy  has  an  unfortunate  and  unexpected  visitor, 
the  last  thing  you  need  is  a  crash  course  in  insurance  cover. 

PMI  Pharmacover,designed  especially  for  pharmacists, 
is  there  to  make  sure  business  quickly  gets  back  to  normal, 
with  the  least  possible  problems.  Find  out  about  all  the  benefits 
of  pharmacover  for  pharmacists.  Call  PMI  today. 


PMI  INSURANCE  St.  Albans  (0727)  44344 
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Liverpool  Local  Pharmaceutical  Committee  is  rightly 
delighted  to  have  had  such  a  positive  response  from  its 
Family  Health  Services  Authority  to  its  recent 
proposals  on  ways  of  improving  and  extending 
pharmaceutical  services.  The  initial  steps  taken  are  both 
practical,  expedient,  and  likely  to  produce  results. 

In  effect  Liverpool  FHSA  has  recognised  that  pharmacy 
has  much  to  offer,  but  that  the  special  skills  possessed  by 
pharmacists  need  to  be  better  understood  by  other  health 
care  workers.  The  working  dinner  for  LPC  and  Local 
Medical  Committee  members  will  be  invaluable  in 
promoting  that  understanding.  The  practice  meetings  for 
doctors,  dentists,  pharmacists  and  others  planned  in  the 
eight  electoral  wards  most  deprived  of  healthcare  will 
immediately  go  further,  and  should  identify  specific  local 
needs  that  can  be  addressed  collectively.  Real  local 
problems  demand  real  local  solutions,  not  the  altruistic 
musings  of  parties  interested  but  divorced  from 
neighbourhood  realities. 

The  small  working  party  established  to  consider 
Liverpool-wide  initiatives  is  of  the  right  size  and 
pharmaceutical  "presence"  to  move  fast  and  effectively. 


The  Government  has  said  it  wants  to  see  practical 
examples  of  pharmacy  new  roles  as  potential  models  for 
national  implementation.  If  Liverpool  can  maintain  its 
impetus  it  could  produce  a  number  of  these  before  the  year- 
end:  the  national  working  party  on  new  pharmacy  roles, 
doubtless,  would  be  pleased  to  take  note. 

The  seminar  called  by  the  Department  of  Health  later 
this  month,  at  which  community  pharmacists  can  express 
their  hopes  and  fears  for  the  implementation  of  new  roles, 
will  also  provide  the  grass  roots  opinion  essential  for 
realistic  planning  by  the  working  party.  When  all  the  musing 
and  perusing,  huffing  and  puffing,  and  counting  the  cost 
comes  to  a  close,  the  profession  must  be  able  to  deliver 
what  it  promises. 

The  widest  possible  involvement  in  the  consultation 
process  therefore  is  essential  if  the  goodwill  of  the  average 
community  pharmacist  is  to  be  enlisted.  Although  the  date 
for  individual  submissions  to  the  working  party  is  long  since 
past,  the  National  Pharmaceutical  Association,  the 
Pharmaceutical  Services  Negotiating  Committee,  and  the 
Society  must  still  be  receptive  to  personal  and  group  views, 
and  be  able  to  pass  them  on  through  their  representatives. 
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NEWS 


Liverpool  FHSA  agrees 
to  extended  role  talks 


Community  pharmacists  in 
Liverpool  are  to  sit  down  with 
Family  Health  Services  Authority 
officials  to  discuss  local  initiatives 
on  putting  an  extended  role  into 
practice. 

In  response  to  a  Local 
Pharmaceutical  Committee  paper 
on  the  extended  role  (C&D 
January  12,  p27),  the  FHSA  is  to 
set  up  a  working  group  to  look  at 
the  LPC's  proposals. 

It  has  also  agreed  to  organise 
a  working  dinner  for  the  local 
medical  and  pharmaceutical 
committees  to  try  to  dismantle 
existing  barriers  to  the  integration 
of  services.  As  a  third  priority,  the 
FHSA  is  to  co-ordinate  pharmacy 
practice  research,  starting  with  a 
study  of  areas  of  deprivation. 

News  of  the  Authority's 
response  came  at  an  LPC  working 
dinner  for  senior  officers  of  the 
FHSA,  and  regional  and  district 
health  authorities  last  Thursday. 
LPC  secretary  Jeremy  Clitherow 
was  delighted  to  be  given  the 
green  light.  "Their  response  to 
our  paper  was  both  positive  and 
enthusiastic,"  he  told  C&D. 

Chairman  Jeffrey  Max  said: 
"We  felt  there  was  a  need  for 
some  radical  thinking  within 
pharmacy.  Someone  has  to  lead 
and  that  lead  is  not  coming  from 
anyone  else.  If  our  solutions  can 
work  in  Liverpool,  there's  no 
reason  why  they  shouldn't  work  in 
the  rest  of  the  country. 

"We  work  closely  with  the 
FHSA  and  make  sure  they  know 
what  we  are  doing.  We  have 
simply  come  to  them  with 
reasonable  proposals." 

FHSA  pharmacy  advisor  Peter 
West  says,  in  effect,  the  LPC  said 
to  the  FHSA:  "You  asked  us  to 
show  you  how  pharmacists  could 
improve  the  health  of  people  of 
Liverpool;  what  are  you  going  to 
do  about  it?" 

Mr  West  says  the  FHSA's 
first  task  is  to  get  pharmacists 
integrated,  on  a  day-to-day  basis, 
into  the  primary  health  care  team, 
and  that  means  getting  them 
recognised  as  such  by  the  other 
members. 

"Our  primary  interest  as  the 
FHSA  is  to  get  people  to  work 
together.  Using  that  as  a 
springboard,  we  tried  to  be  as 
positive  as  we  could  to  the  LPC 's 
suggestions." 

Mr  West  says  the  working 
group  was  set  up  to  '  'get  on  with 
it  rather  than  think  round  it".  As 
well  as  himself ,  it  will  comprise  the 
deputy  general  manager  of  the 
FHSA,  together  with  community 


Liverpool  LPC 's  John  Donoghue 

pharmacists  John  Donoghue  and 
Joe  McCann.  They  hope  to  hold 
the  first  meeting  by  the  end  of  the 
month,  with  the  first  firm 
proposals  coming  out  in  four  to  six 
weeks.  "We  were  expecting  to 
have  to  work  much  harder  to  get 
our  proposals  accepted,"  said  Mr 
Donoghue,  and  he  accepts  there 
may  be  some  financial  restraints. 

Among  possible  "future 
roles"  the  FHSA  is  keen  to  look  at 
health  promotion  and  the  role  of 
community  pharmacists  in  local 
surgeries,       advising  on 


interpreting  PACT  data  and 
developing  drug  formularies. 
"The  FHSA  recognises  that  as 
one  clinical  pharmacy  advisor  for 
109  practices,  I  am  very  thinly 
spread,"  Mr  West  says. 

As  a  practice  initiative,  health 
care  professionals  in  each  of  the 
FHSA's  "deprived  areas"  — 
eight  electoral  wards  in  the  city 
with  high  levels  of  high  risk  socio- 
economic factors  -  -  will  get 
together  to  identify  health  care 
needs  and  the  barriers  to 
providing  them.  "This  offers  an 
opportunity  for  GPs  and 
pharmacists  to  discuss  a  common 
aim,  not  their  differences,"  Mr 
West  says. 

He  says  there  is  a  lack  of 
information  to  help  the  FHSA  plan 
services.  "It  makes  sense  to  try 
and  get  research  done  where  it  is 
going  to  be  of  value  to  the 
profession  and  to  this  FHSA  and 
the  service  in  general  in  the 
future." 

The  LPC's  proposals,  adopted 
in  December,  include  regular 
meetings  with  GPs,  therapeutic 
drug  monitoring  services,  and 
payment  for  continuing  education, 
PACT  involvement  and  advising 
the  public.  They  have  also  been 
sent  to  the  DoH's  working  party 
on  the  future  role. 


seminar  on  fertility 


Pharmacists  and  their  assistants  in 
the  Greater  London  area  are 
invited  to  a  joint  C<£Z)/Carter 
Wallace  training  seminar  on 
fertility  on  April  4,  at  the  Post 
House  Hotel,  Purley  Way, 
Croydon,  6.30pm  for  7pm.  There- 
is  no  charge  and  a  hot  buffet 
follows  the  presentations. 

Speakers  include  the  director 
of  the  National  Association  for  the 
Childless,  John  Dickson,  on 


"Experiencing  fertility 
problems";  Dr  Mike  Smith,  the 
radio  doctor,  on  "Establishing 
links  between  would-be  parents, 
GPs  and  pharmacists",  and 
Professor  Tim  Chard  on 
"Ovulation  and  pregnancy 
testing". 

For  tickets  phone  0732 
364422  and  ask  for  Helen  Davis 
(ext  2621)  or  Jan  Powis  (ext 
2487),  before  March  25. 


New  districts 

Regulations  making  changes  to 
certain  district  health  authorities 
come  into  effect  on  April  1 . 

Leeds  Eastern  and  Western 
Health  Authorities  will  merge  into 
a  new  district  called  Leeds  Health 
Authority  and  the  North 
Warwickshire  and  Rugby  Health 
Authority  will  merge  into  North 
East  Warwickshire  Health 
Authority.  The  Central 
Birmingham  Health  Authority  will 
be  merged  with  South 
Birmingham. 


The  changes  are  brought 
about  under  the  NHS  (District 
Health  Authorities)  Order  1991  (SI 
No325;  HMSO,  £0.60),  the  NHS 
(Determination  of  Districts) 
Order  199KSI  No326;  HMSO, 
£1.45)  and  the  Regional  and 
District  Health  Authorities 
(Membership  and  Procedure) 
Amendment  Regulations  1991  (SI 
No329;  HMSO,  £0.60). 

The  NHS  Training  Authority, 
a  health  authority  established 
under  the  NHS  Act  1977,  will  be 
abolished  on  April  1  and  staff 
transferred  to  the  South  Western 
Regional  Health  Authority. 


Kenco  and 
Nescafe  face 
FP10  ban 

Regulations*  have  been  laid 
before  Parliament  adding  a  further 
13  medicines  and  29  foods, 
pesticides  and  toiletries  to  the  list 
of  products  which  cannot  be 
prescribed  by  GPs  on  the  NHS. 
Adexolin  vitamin  drops,  which  has 
previously  not  been  prescribable, 
is  to  be  made  available  on  the 
NHS. 

The  Regulations  will  come  into 
force  on  April  1.  Announcing  the 
changes,  Minister  for  Health 
Virginia  Bottomley  said  the 
selected  list  scheme  continues  to 
make  significant  savings. 

The  13  medicines  which  will 
not  be  prescribable  are  mostly 
recently  marketed  brand-name 
products.  They  are  relatively 
expensive  compared  with  other, 
similar  medicines  that  remain 
available  on  the  NHS,  according  to 
the  Department  of  Health.  The  29 
borderline  substances  have  been 
included  because  some  doctors 
continue  to  prescribe  food  and 
toiletry  products  which  cannot 
reasonably  be  regarded  as  drugs. 

The  following  items  join  the 
limited  list  on  April  1: 
Acarosan  foam,  Acarosan  moist 
powder,  Acnaveen  bar,  Altelave 
liquid,  Aveeno  baby,  Aveenobar, 
Beecham  Coughcaps,  Biocare  GLA 
complex  tabs,  Biocare  Efaplex 
linseed/GLA  blend  caps,  Buttercup 
syrup  honey  and  lemon,  Colgate 
Dental  Cream  with  MFP  fluoride, 
Cupanol  over  six  paracetamol  susp, 
Disprin  Solmin  tabs,  Efamolia  night 
cream,  Emulave,  EPOC  caps,  Flurex 
bedtime  cold  remedy,  Flurex  caps, 
Flurex  decongestant  inhalant  caps, 
Flurex  hot  lemon  concentrate,  Flurex 
tabs,  Gale's  Honey,  Galloway's 
bronchial  cough  care,  GF  Brand 
English  style  mustard,  Kenco  instant 
decaffeinated  coffee,  Lamberts 
evening  primrose  oil  250mg,  500mg 
and  lOOOmg  caps,  Lamberts  L- 
threonine  500mg  caps,  L-threonine 
caps,  L-threonine  tabs,  Lyons  ground 
coffee  beans,  Macleans  toothpaste, 
Micaveen,  Mitchell's  wool  fat  soap, 
Nescafe  instant  coffee,  Nescafe  Nativa 
HA,  Oilatum  soap,  Power  GLA  65 
(borage  oil)  caps.  Progress  powder, 
Rite-Diet  diabetic  cherry  cake, 
Robitussin  expectorant  and 
expectorant  plus,  Schar  gluten  free 
sponge  cakes,  SR  toothpaste  (Gibbs), 
Unichem  cold  relief  caps. 
*  The  NHS  (General  Medical  and 
Pharmaceutical  Services)  and 
(Miscellaneous  Amendments) 
Regulations  1991.  SI  1991  No  555 

The  Misuse  of  Drugs  (Licence  Fees) 
(Amendment)  Regulations  1991 
(SI  1991,  No 339;  HMSO,  £0.60), 
increase  by  about  10  per  cent  the 
fees  payable  by  manufacturers 
and  wholesalers  to  produce  and 
supply  Controlled  Drugs.  This 
comes  into  effect  on  April  1 . 
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Call  for  OTC 
Nicorette 


ll.Spc  rise  in  prescription  charges 
widely  condemned 


"Sickening"  screamed  the 
headline  in  the  Daily  Mirror  last 
Thursday,  at  the  news  that 
prescription  charges  are  to  go  up 
to  £3.40  on  April  1. 

The  Mirror's  headline, 
published  on  an  informed  rumour, 
sums  up  the  outrage  felt  in  many 
quarters  about  the  latest  hike  in 
prescription  charges,  which  were 
announced  officially  by  the 
Minister  of  Health  Virginia 
Bottomley  on  Monday. 

Mrs  Bottomley  explained: 
'  'The  increase  of  nearly  11.5  per 
cent  reflects  the  higher  cost  of 
pharmaceutical  services  and  will 
provide  about  £'17  million  extra 


Care  in  the 
community 

Changes  in  community  care  will 
begin  in  earnest  in  April,  said 
Health  Secretary  Stephen  Dorrell 
last  week.  All  local  authorities  will, 
by  then,  have  established  both 
complaints  procedures  and 
inspection  units. 

There  will  also  be  I  he 
introduction  of  two  specific  grants 
in  April,  one  for  the  provision  of 
services  for  sufferers  of  mental 
illness,  and  the  other  concerned 
with  services  for  drug  and  alcohol 
misusers. 

By  April  1992,  local  authorities 
will  be  required  to  publish  their 
lu  st  community  care  plans,  and  bv 
April  1993  they  will  be  fullj 
responsible  for  arranging  and 
assessing  an  individual's  need  for 
communiU  <  are. 


income  to  the  health  service  in 
England  and  Wales." 

The  Labour  Party  was  quick  to 
attack  what  shadow  health 
secretary  Robin  Cook  said  was 
the  second  largest  increase  ever 
made.  Charges  from  April  will  be 
17  times  greater  than  when  the 
Conservatives  entered  office  in 
1979.  Mr  Cook  said:  "Every  day 
in  Britain,  pharmacists  meet 
people  who  cannot  afford  the 
prescriptions  they  need." 

The  Royal  Pharmaceutical 
Society  warned  that  the  rise 
would  force  more  patients  into 
attempting  to  make  "potentially 
harmful,  hit-or-miss  choices" 
about  what  items  of  medicines 
they  should  have  dispensed. 
Secretary  and  registrar  John 
Ferguson  said:  "Many  people 
require  prescriptions  with  three 
items  or  more;  the  day  of  the  £10 
prescription  is  now  with  us.  For  a 
lot  of  people  who  do  not  qualify  for 
free  prescriptions,  £10  is  a  large 
proportion  of  disposable  income. 

"Pharmacists  will  help  by 
advising  when  medicines  can  be 
bought  over-the-counter  for  less 
than  the  prescription  charge." 

Roger  Odd,  head  of  the 
Society's  practice  division,  put 
across  a  similar  message  on  Radio 
2's  Jimmy  Young  show  on 
Tuesday,  answering  questions 
from  the  public,  and  stressing  that 
pharmacists  will  not  profit  from 
the  increase. 

The  National  Pharmaceutical 
Association  reaffirmed  its 
opposition  to  charges  and  called 
for  them  to  be  abolished.  "The 
system  is  totally  unfair.  We  would 
like  to  see  the  Government 
introdui  e  an  alternative  means  of 
( ollecting  this  revenue  tot  the 


NHS." 

Mrs  Bottomley  also 
announced  that  pre-payment 
certificates  are  going  up  from 
£15.80  to  £17.60  (four-monthly) 
and  from  £43.50  to  £48.50 
(annually).  Charges  for  elastic 
stockings  (single  £3.40),  and 
tights,  fabric  supports  and  wigs 
supplied  through  hospitals  will  also 
be  increased. 

Mrs  Bottomley  said:  "The 
effect  of  the  wide-ranging 
exemption  arrangements  and  the 
continued  availability  of  pre- 
payment certificates  is  that  a 
charge  will  be  paid  for  fewer  than 
20  percent  of  all  items  dispensed 
in  the  NHS." 


Doctor  'cons' 
pharmacy 

A  poorly-paid  locum  doctor 
conned  his  local  pharmacy  out  of 
NHS  drugs  to  equip  his  medical 
bag,  the  General  Medical  Council 
heard  last  week. 

Dr  Benjamin  Anazodo,  of  34 
Greystone  Gardens,  Kenton, 
Middlesex,  admitted  three 
charges  that  between  July  3  and 
July  12,  1989,  he  dishonestly 
obtained  medical  products  from  a 
pharmacist  by  deception,  falsely 
representing  that  the  products 
had  been  prescribed  lor  and  would 
be  used  in  treating  three  patients. 

The  GMC  Conduct 
Committee  found  him  guilty  of 
serious  professional  misconduct 
but  decided  not  to  erase  his  name 
from  the  medical  register. 


...  again 

The  Royal  Pharmaceutical  Society 
chose  No  Smoking  Day  on 
Wednesday  to  renew  its  call  for 
the  POM  to  P  move  of  nicotine 
chewing  gum. 

The  Society  says  while  the 
Medicines  Control  Agency  agreed 
last  July  that  Nicorette  2mg  should 
be  allowed  to  be  sold  over-the- 
counter,  eight  months  later  the 
regulations  effecting  the  change 
have  still  not  been  laid. 

' '  Pharmacists  have  a  key  role 
to  play  in  helping  smokers  take 
that  all-important  first  step 
towards  kicking  the  habit  by 
offering  free,  on-the-spot  advice 
and  help,"  says  secretary  and 
registrar  John  Ferguson.  "When 
more  than  that  is  needed, 
experience  overseas  has  shown 
that  Nicorette  is  a  valuable 
addition  to  the  stop-smoking  aids 
the  pharmacist  can  provide." 
■  Lundbeck  assistant  managing 
director  David  Hubber  could  give 
no  indication  of  when  the  POM  to 
P  move  on  Nicorette  2mg  was 
likely  to  take  place. 

The  application  was  made  over 
18  months  ago  in  1989,  and  was 
sent  to  the  Minister  for  Health  for 
signature  at  the  end  of  last  year.  In 
spite  of  inquiries  nothing  has  been 
heard  since,  says  Mr  Hubber. 

In  anticipation  of  the  change 
the  company  has  stocks  of  product 
available  in  the  new  Pharmacy 
packaging,  but  has  found  itself  out 
of  stock  on  the  POM  pack. 

"It  is  unusual  for  something 
like  this  to  take  so  long, ' '  says  Mr 
Hubber. 

The  Department  of  Health  has  launched 
a  video  explaining  how  to  cope 
with  thalassaemia,  a  genetically- 
inherited  blood  condition  found 
mostly  in  those  of  Mediterranean, 
Middle  Eastern  or  Asian  origin. 
The  ten  minute  video,  available  in 
six  languages,  was  produced  using 
around  £20,000  of  the  funds  for 
improving  healthcare  information 
to  ethnic  minorities. 
The  ISIS-3  trial  results,  released  last 
week  at  the  American  College  of 
Cardiology  conference,  found  no 
significant  differences  in  the 
number  of  lives  saved  by 
streptokinase  and  the  more 
expensive  tissue  plasminogen 
activator  and  anistreplase, 
following  heart  attack.  A 
significantly  higher  incidence  of 
strokes  was  associated  with  the 
two  latter  drugs.  The  conference 
also  heard  that  regular  low  dose 
aspirin  could  save  many  lives, 
after  an  analysis  of  215  studies 
worldwide  involving  100,000 
patients  suffering  from  various 
cardiovascular  disorders. 
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NEWS 


Minor  input  for  major  results 


A  review  team  with  a  minority  of 
pharmacists  should  be  set  up  to 
recommend  a  new  core 
curriculum,  says  Manchester 
University's  professor  of 
pharmacy  practice,  Peter  Noyce. 

Professor  Noyce,  former  head 
of  pharmacy  practice  and  deputy 
chief  pharmacist  at  the 
Department  of  Health,  and  a 
member  of  the  Nuffield  Inquiry, 
says  that  with  the  EEC  Directive 
on  free  mobility  of  pharmacists 
between  Member  States  '  'we're 
being  dragged  along  screaming 
into  a  four  year  education 
programme".  However,  he 
believes  this  presents  a  rare 
opportunity  to  consider  afresh  the 
content  and  structure  of  the 
undergraduate  syllabus  to  decide 
the  best  educational  foundation  for 
pharmacy  practice. 

There  is  currently  a 
fundamental       immiscibilit  v 


Salbutamol 
to  stay  POM 

Proposals  to  deregulate 
salbutamol  from  POM  to  P  status 
were  abandoned  by  the  Science 
Committee  of  the  Royal 
Pharmaceutical  Society  of  Great 
Britain  at  last  week's  Council 
meeting.  It  was  decided  not  to 
pursue  the  lengthy  procedure  due 
to  lack  of  medical  support,  said  a 
RPSGB  spokesman. 

Allen  &  Hanburys  say  they 
wholeheartedly  support  the 
Society's  deicsion  that  salbutamol 
should  remain  a  POM.  They  say 
asthma  is  a  common,  chronic- 
disease  that  requires  regular 
medical  supervision  for  its  safe 
and  effective  management. 

The  company  says  that  over- 
reliance  on  short  acting  inhaled 
bronchodilators  can  be  dangerous, 
particularly  when  coupled  with 
under-estimation  of  an  attack's 
severity  —  a  patient  may  delay 
seeking  medical  attention  witii 
possible  fatal  consequences. 

Another  more  common 
possibility  is  that  asthmatic 
patients  may  supplement  their 
prescribed  inhaled  bronchodilator 
with  inhalers  bought  without  a 
prescription.  A  deteriorating 
condition,  possibly  requiring 
additional  prescribed  medication, 
may  therefore  go  unrecognised, 
leading  to  irreversible  lung 
damage. 

Many  medical  conditions  can 
cause  symptoms  which  may 
mimic  those  of  asthma,  say  Allen 
&  Hanburys,  and  self- medication 
with  inappropriate  bronchodilator 
use  may  delay  the  correct 
diagnosis  and  treatment. 


between  the  vocational  and 
scientific  aspects  of  the  course 
which  is  leading  to  strife,  said 
Professor  Noyce  in  the  second 
Chelsea  Alumni  lecture  last 
Monday.  Vocational  components 
-  clinical  and  socio-economic 
aspects  of  pharmacy  —  are  at  best 
seen  as  an  infringement, 
analogous  to  the  cuckoo  in  the 
nest,  he  believed. 

Widespread  feeling  among 
academic  staff  is  that  vocational 
subjects  lack  the  intellectual 
challenge  of  pharmaceutical 
sciences,  a  view  possibly 
stemming  from  the  teaching  of 
traditional  dispensing  and  law. 

A  look  at  the  history  of 
pharmacy  education  reveals  more 
emphasis  on  practice,  particularly 
before  mandatory  graduate  entry 
in  1970.  The  pre-molecular  dawn 
also  enabled  an  easier  exchange 
between  scientific  and  vocational 
aspects  within  the  degree. 

In  the  US,  vocational  demand 
has  been  addressed,  and  in  many 
cases  there  has  been  integration 
of  primary  professional  education 
to  produce  the  PharmD.  Not 
surprisingly,   said  Professor 


Noyce,  this  has  led  to  justifiable 
concern  about  the  erosion  of 
pharmaceutical  sciences. 

Within  the  EC,  his  impression 
is  that  although  pharmacy  practice 
has  not  changed  much  in  recent 
years  and  the  course  has  a  strong 
rooting  in  science,  there  is  a 
relaxed  attitude  to  the 
introduction  of  socio-economic 
sciences. 

But  who  should  be 
represented  on  the  review  body? 
"It's  a  question  of  balance, ' '  said 
Professor  Noyce.  There  should 
be  input  from  the  biological, 
physical  and  chemical  sciences, 
plus  a  medical,  industrial  and  NHS 
viewpoint.  A  case  that  presents  as 
a  vested  interest  provides  a 
convenient  excuse  for 
"rubbishing  it",  while  more 
widespread  representation 
achieves  a  better  quality  of 
analysis. 

Each  branch  of  the  profession 
judges  a  course  on  the  orientation 
to  its  own,  said  Professor  Noyce, 
while  pre-registration  students 
have  unrealistic  expectations, 
shaped  by  the  ethos  of  academic 
pharmacy. 


Pharmacist  Roger Powdrill poses  outside  his  pharmacy  in  Brixworth,  near 
Northampton ,  obviously  delighted  that  his  four  year  battle  to  open  is  at  an 
end.  C&D  has  covered  the  long  running  saga  over  the  years,  which  started 
when  local  dispensing  doctors  opposed  Mr Powdrill 's  application  for  a 
NHS  dispensing  contract  in  1987.  Not  willing  to  take  no  for  an  answer, 
he  re-applied  in  May  1988,  and  was  eventually  given  the  go-ahead  last 
September.  The  pharmacy  in  Brixworth  has  put  an  end  to  four  to  eight  mile 
journeys  to  pharmacies  in  nearby  towns  for  4,000  residents 


Age  and  birth  defects 


There  is  no  association  between 
the  incidence  of  birth  defects  of 
unknown  origin  and  advancing 
maternal  age,  according  to  a  study 
reported  in  The  Lancet  (March  2). 

The  population  study  was 
carried  out  among  576,815 
consecutive  live  births  in  British 
Columbia.  Of  the  26,859  birth 
defects  of  unknown  origin  only 
three  categories  showed  a 
significant  relationship  to  maternal 
age. 


With  increasing  age  there  was 
a  decreased  incidence  of  patent 
ductus  arteriosus  and  of 
hypertrophic  pyloric  stenosis. 
The  researchers  also  found  a  bell- 
shaped  curve  (risk  increasing  to 
the  age  of  30  and  then  dropping) 
for  congenital  dislocatable  hip/hip 
click. 

The  findings  should  be 
reassuring  to  healthy  women  who 
opt  to  delay  child  bearing,  say  the 
authors. 


MCA  'fastest 
in  the  world' 

The  Medicines  Control  Agency  is 
the  fastest  licensing  authority  in 
the  world  for  new  drug 
substances,  said  Virginia 
Bottomley  last  week.  Replying  to 
a  barrage  of  questions  from 
Liberal  Democrat  Charles 
Kennedy,  she  said  time  to  process 
applications  requiring  submission 
to  a  committee  (usually  required 
for  new  drugs)  will  be  reduced  to 
seven  months  by  April  1992.  In 
September  1990,  it  took  19 
months. 

The  time  to  reach  a  licensing 
decision  for  established  drugs  will 
be  reduced  to  four  months  by  next 
April,  from  16  months  last 
September.  '  'These  are  net  times 
and  do  not  include  the  time 
industry  may  take,  often 
significant,  to  respond  to 
questions  raised  by  the  Agency 
about  their  applications, ' '  said  the 
Health  Minister. 

Other  information  given  to  Mr 
Kennedy  included: 

■  The  MCA  is  aiming  to 
eliminate  licence  backlogs  on 
parallel  imports  by  April  1992. 
The  average  time  to  grant  a 
product  licence  was  18  months, 
according  to  most  recent  data. 
The  Association  of  Pharma- 
ceutical Importers  is  to  meet  the 
MCA  again  soon. 

■  There  are  no  plans  for  the  API 
to  join  the  Joint  Consultative 
Group  of  the  MCA.  Such  a  move 
would  prevent  the  JCG  from 
providing  an  informal  discussion 
forum,  comprising  the  DoH,  the 
MCA,  and  the  two  principal  trade 
associations. 

■  Proposals  for  a  new  fee 
structure  will  be  published 
shortly,  following  an  MCA 
review. 

■  The  cost  of  the  container 
allowance  for  the  year  to  March  31 
1990  was  £14. 6m.  It  is  not 
possible  to  give  estimates  of  the 
annual  cost  to  the  NHS  of 
introducing  original  pack 
dispensing  for  generics,  says  the 
Government. 


1991-92  JIC 
rates  held  up 

Union  and  employer 
representatives  have  so  far  failed 
to  agree  new  minimum  rates  of 
pay  for  pharmacy  assistants  and 
pharmacist  managers  for  1991-92. 

The  National  Joint  Industrial 
Council  for  Retail  Pharmacy 
(England  and  Wales)  is  to  meet 
again  before  the  end  of  the  month. 
JIC  rates  usually  apply  from  the 
first  Monday  of  the  new  tax  year. 
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Radio  joins 
critics 

Pharmacists  were  again  criticised 
for  the  way  they  treat  childhood 
diarrhoea  on  Radio4's  "Medicine 
Now",  following  the  publication  of 
a  paper  in  the  British  Medical 
Journal  (C&D,  March  2,  p321). 

A  doctor  said  on  the 
programme  that  pharmacists  are 
not  asking  the  right  questions,  are 
giving  the  wrong  advice,  and 
selling  "harmful"  antidiarrhoeal 
mixtures  rather  than 
recommending  oral  rehydration 
therapy. 

The  unbalanced  interview 
gave  the  impression  that  British 
pharmacists  know  less  about 
treating  childhood  diarrhoea  than 
pharmacists  in  the  developing 
world;  and  no  mention  was  made 
of  the  fact  that  the  BMJ  also 
stated  that  medical  advice  on 
treating  diarrhoea  is  also 
inconsistent. 

The  vast  majority  of 
pharmacists  are  fully  up-to-date 
on  ORT,  says  the  National 
Pharmaceutical  Association.  A 
number  of  ORT  remedies  are 
available  over  the  counter,  the 
latest  being  Smithkline 
Beecham's  Junior  Diocalm  (C&D, 
last  week).  Janssen  also  expect  to 
launch  a  product  in  this  area  in  the 
near  future. 


NSAID  ulcers 
dose  related 

Users  of  non  steroidal  anti- 
inflammatory drugs  (NSAIDs)  arc 
four  times  as  likely  to  develop 
ulcers  as  non-users;  this  risk 
increases  with  dose  and  recency 
of  use,  a  new  study  reveals. 

The  study,  published  in  the 
Annals  of  Internal  Medicine. 
included  1,415  Tennessee 
Medicaid  patients  hospitalised  for 
confirmed  gastroduodenal  ulcer  or 
upper  GI  haemorrhage  over  a  two 
year  period.  Findings  show  that 
the  risk  of  developing  ulcers  from 
NSAIDs  increases  with  increasing 
dose  from  a  relative  risk  of  2.8  for 
the  daily  use  of  a  standard  dose  to 
a  risk  eight  times  higher  than  non- 
users  for  the  highest  dose 
category  of  three  or  more 
standard  doses. 

Risk  was  also  greatest  in  the 
first  month  of  use:  people  taking 
NSAIDs  for  less  than  30  days 
were  around  seven  times  as  likely 
to  develop  ulcers.  Dose  and 
recency  of  treatment  were 
independently  associated  with  risk 
for  current  users. 

The  findings  supporl  those 
from  previous  large  scale  studies 
in  Europe. 


TOPICAL  REFLECTIONS 


Illogical. 


I  was  pleased  to  see  that 
Allergan  have  re-formulated 
Lacri-lube  eye  ointment  to 
exclude  the  preservative 
(C&D,  March  2,  p334)  but 
why  introduce  a  new  size? 
Surely  an  eye  ointment 
should  only  be  available  as  a 
single  size  suitable  for  its 
maximum  timed  use.  Two 
sizes  causes  duplication  on 
my  shelves,  involves  two 
production  lines  for  Allergan 
and  provides  no  apparent 
increased  benefit  to  the 
patient. 

Hot  potato 

Patient  registration  with  pharmacies  is  a 
hot  potato  where  the  opinions  expressed 
are  directly  proportional  to  the  perceived 
gain.  Partial  registration  is  recommended 
by  the  Pharmaceutical  Society  of 
Northern  Ireland  in  its  submission  to  the 
working  party  on  the  future  role  of  the 
community  pharmacist  [C&D,  March  9, 
p362)  but  this  group  comprises  the 
majority  of  my  patients  and  if  it  were 
implemented  I  would  be  one  of  the  losers. 

Having  been  leapfrogged  in  the  past  I 
am  no  longer  the  nearest  pharmacy  to 
most  of  my  patients  but  still  maintain  a 
viable  and  professionally  satisfying 
practice.  Many  patients  voluntarily  travel 
a  number  of  miles  to  patronise  my 
pharmacy  and  I  maintain  that  this  is  their 
right.  If  they  were  forced  to  register  with 
one  particular  pharmacy  they  would  have 
to  weigh  the  balance  of  advantage  of  close 
proximity,  when  acute  illness  strikes, 
against  their  normal  desire  to  frequent  a 
pharmacy  further  afield. 

At  the  moment  my  patients  vote  with 
their  feet.  They  must  be  allowed  to 
continue  to  do  so  or  my  viability  will  be 
threatened  along  with  many  other 
essential  pharmacies  which  are  not  close 
to  a  doctor's  surgery.  If  there  is  gain  to  the 
patient  by  my  demise  then  I  would  proudly 
bow  to  the  inevitable  but  I  consider  the 


broad  community  service 
offered  and  sustained  by 
distant  pharmacies  far 
outweighs  the  marginal 
clinical  advantages  of 
enforced  registration. 

Advice  cost 

It  is  easily  forgotten  that 
diabetics  are  particularly 
susceptible  to  chiropodial 
problems  and  when  advising 
patients  we  should  as 
frequently  ask  about 
diabetes  as  we  ask  about 
asthma.  A  recent  report 
{C&D,  March  9,  p362) 
recommends  that  diabetics 
should  be  given  priority 
chiropodial  care  within  the 
NHS.  A  British  Diabetic 
Association  spokesman  is  quoted  as 
saying  that  the  community  pharmacist  is 
ideally  placed  to  recognise,  at  an  early 
stage,  those  patients  with  foot  problems 
and  refer  them  for  specialist  treatment. 
The  problem  is ,  to  whom  do  I  refer  them? 

Dr  Mike  Edmonds,  consultant 
physician  at  Kings  College  Hospital 
diabetic  footcare  clinic,  recommends  that 
diabetics  should  never  treat  themselves 
but  should  be  seen  only  by  a  state 
registered  chiropodist.  Unfortunately 
there  is  presently  no  facility  within  the 
family  health  services  for  chiropody 
treatment.  NHS  treatment  is  funded  out 
of  district  health  authority  budgets  and  the 
service  provided  will  vary  in  any  given 
district  according  to  the  available  finance. 
In  my  district  only  children  and  the  elderly 
can  be  seen  within  local  clinics  unless  the 
patient's  GP  specifically  refers  them  to 
the  local  hospital  outpatient  department. 

The  net  result  is  that  for  all  practical 
purposes  patients  who  are  not  elderly  or 
priority  cases  have  to  seek  private 
treatment  at  heavy  cost.  The  service 
should  be  provided  similarly  to  dentists 
and  administered  within  the  primary 
health  care  sector  by  FHSAs.  The  vital 
referral  role  of  the  pharmacist  will  not  then 
be  negated  by  the  cost  to  the  patient  of 
taking  that  advice. 
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Milupa's  first 
TV  campaign 

Milupa  are  advertising  their 
babyfoods  for  the  first  time  on 
television.  The  £2  million  national 
campaign  is  due  to  break  in  May. 

The  company  is  investing  a 
total  of  £3  million  in  the  new 
campaign  for  their  range:  £1 
million  worth  of  Press  advertising 
is  to  appear  in  parental  and 
women's  magazines  such  as 
Practical  Parenting,  Mother  and 
Baby,  Family  Circle  and 
Essentials. 

The  television  campaign 
features  Milupa's  "caring 
attitude",  says  the  company,  and 
highlights  the  brand's  strengths  — 
made  from  natural  ingredients  in  a 
wide  variety  of  flavours  for  all 
mealtimes. 

Milupa's  managing  director 
Trevor  Bell  says:  "In  the  next 
few  years  Milupa  babies  will 
become  Milupa  mothers,  bringing 
with  them  a  potential  huge 
increase  in  sales."  Milupa  Ltd. 
Tel:  081-573  9966. 


"Wise  up  to 
Wisdom" 

Wisdom  toothbrushes  will  be 
advertised  on  national  television 
from  April  8  until  mid-May.  The 
£1  million  campaign  highlights  the 
brand's  modern  design  and  its 
flexibility  in  meeting  a  wide  range 
of  consumer  needs. 

The  commercial  uses  a  male- 
head  to  represent  the  head  of  a 
toothbrush,  showing  the  various 
features  available  in  the  Wisdom 
range,  from  angled  head  to 
contoured  trim,  with  the  slogan 
"Wise  up  to  Wisdom! ' '  Addis  Ltd. 
Tel:  0992  584221. 

Efamol  have  set  up  the  Efamol 
Nutrition  Information  Service,  to 
enable  nutritionists  and 
pharmacists  to  answer  questions 
from  the  public  on  evening 
primrose  oil.  Information  packs 
are  available  from  Elizabeth 
Smith,  Efamol  Nutrition 
Information  Service.  Tel:  0737 
773741. 


COOLMINT 

USTERINE 


W-L  to  grow 
mouthwash  market 


Warner-Lambert  Health  Care 
have  announced  major  plans  to 
match  what  they  call  the 
accelerating  potential  of  the 
mouthwash  market.  This  involves 
two  new  products  and  a  new  look 
for  the  entire  range. 

Top  of  the  list  is  the  launch  of 
Listerine  Coolmint.  Research  has 
shown  that  the  mouthwash 
market  has  considerable  growth 
potential,  says  senior  product 
manager,  Tony  Risso-Gill. 

Evaluation  of  consumer  needs 
shows  a  desire  for  a  semi- 
therapeutic,  effective,  pleasant 
tasting  product,  he  says.  Listerine 
has  a  medicinal  look  but  some 
users  find  the  taste  unacceptable, 
says  Mr  Risso-Gill. 

By  adapting  Original 
Listerine 's  characteristics  but 
maintaining  an  effective,  clinical 
formulation  Warner-Lambert 
hope  to  grow  the  market, 
introducing  new  users.  Tests 
report  that  users  find  Coolmint 
looks  fresh,  cool,  clean  and  more 
modern. 

Because  of  the  positioning  of 
Coolmint,  Warner-Lambert  do 


not  believe  users  will  switch  from 
Original-  Some  may  be  tempted  to 
try  Coolmint  but  ultimately  they 
will  move  back,  says  Mr  Risso- 
Gill.  Coolmint  will  appeal  to  those 
who  may  have  rejected  Original 
because  of  its  taste. 

Listerine  Coolmint  is  available 
in  two  sizes  —  200ml  (£1 . 59)  and 
600ml  (£3.29).  It  will  be  packaged 
in  new  style  bottles  made  of 
recyclable  PET.  A  large  cap 
allows  ease  of  administraton. 
Listerine  Original  will  also  be 
repackaged. 

Warner-Lambert  plan  to 
spend  £2.2  million  over  seven 
months  on  promotion.  A  new 
advertising  character,  like  Clifford 
the  dragon,  is  also  planned.  Trade 
deals,  POS  and  shelf  edge rs  are  all 
available. 

On  the  Listermint  front, 
Warner-Lambert  are  introducing 
a  portable  spray  formulation. 

Listermint  spray  (£1.95)  is 
being  promoted  as  the  product  for 
"today's  people"  who  want  the 
fresh  breath  qualities  of 
Listermint  but  the  convenience  of 
a  spray.  The  formulaton  is  sugar- 


free  and  CFC  free. 

Warner-Lambert  are  planning 
a  money  off  coupon  on  Listermint 
bottles  and  a  2  million  coupon  drop 
in  June. 

Listermint  spray  is  card 
packaged  for  either  a  tray  or 
hanging  display.  The  tray  design 
means  it  is  possible  to  get  two 
facings  for  a  relatively  small 
amount  of  shelf,  says  Mr  Risso- 
Gill,  so  increasingly  visability. 

Listermint  and  Listermint  with 
fluoride  mouthwashes  are  also 
being  repackaged  in  PET  bottles 
with  updated  graphics.  Warner- 
Lambert  Health  Care.  Tel:  0703 
620500. 


Rinstead  gets 
national  push 

Schering-Plough  are  investing 
£750,000  in  a  national  advertising 
campaign  for  Rinstead  pastilles 
and  gel. 

Colour  advertisements  will 
appear  in  major  national  dailies 
from  now  until  December. 

The  company  says  the  mouth 
ulcer  market  is  not  seasonal,  but 
with  only  2  per  cent  of  adults 
suffering  regularly,  ongoing  media 
coverage  is  important.  Schering- 
Plough  Ltd.  Tel:  0638  716321. 

Discounts  of  up  to  15  per  cent  are 
offered  on  selected  Dietade  and 
Applefords  products  for  Spring. 
The  offer  applies  to  all  products 
ordered  before  March  31  and 
includes  Applefords  crude  black 
strap  molasses,  Dietade  fruit 
sugar  and  vegetarian  gravy  mix. 
Dietade  Foods  Ltd.  Tel:'  0584 
810366. 
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The  new  MaM  Steam  Sterilizer. 
It's  as  fast  and  convenient  as  a 

microwave. 


MAM  (UK)  I II), UNIT  H,  s//K<  HLEY  INDUSTRIAL  ESTATE,  HAZELWELl  ROAD,STIR(  HLEY,  BIRMINGHAM  B30  2PI  TEL  IMI)  W  4)04  FAX  (021)  459  4388 


I 


UNTERPQINTS 


Novel  Kyomi  'deo- 
perspiranf  by  Gibbs 


Protect  and 
moisturise 
with  Almay 

Almay  have  introduced  a  moisture 
protection  cream  to  their  skincare 
range  for  normal  or  combination 
skin  types. 

Moisture  protection  cream  is 
available  in  two  tinted  shades  or 
natural,  and  has  a  matt  finish  to 
eliminate  shine,  say  Almay. 

It  contains  UV-A  and  UV-B 
filters  (SPF6),  shea  butter  and 
silicones. 

The  untinted  moisturiser  is 
£6.75  and  comes  in  a  jar;  the  two 
tinted  shades  —  translucent 
barley  and  translucent  blush  —  are 
£6.95  and  come  in  a  white  bottle. 
The  cream  is  hypo-allergenic, 
fragrance  and  lanolin-free  and  non- 
comedogenic.  Nicholas 
Laboratories  Cosmetics  Division. 
Tel:  0753  23971. 


Men  get 
herbal 

The  Organic  Product  Company 
have  launched  a  range  of  herbal 
toiletries  for  men. 

Herbal  skin  repair  cream 
(150ml,  £4.85)  contains  vitamin  E, 
comfrey  and  essential  oils  and  is 
for  use  after  shaving.  Herbal 
shaving  cream  (150ml,  £3.95) 
contains  witch  hazel,  arnica, 
menthol  and  essential  oils.  Herbal 
aftershave  balm  (150ml,  £4.65)  is 
said  to  be  readily  absorbed. 

Herbal  hair  and  body  wash 
(200ml,  £3.99)  is  a  gel  suitable  for 
both  hair  and  skin  and  contains 
coconut  and  jojoba.  Vitamin  E 
cleansing  bar  (lOOg,  £1.65)  also 
contains  wheatgerm  and  palm  oil 
extracts.  The  Organic  Product 
Company.  Tel:  081-4781062. 

Tinted 
sunblock 

Neutrogena  are  introducing  a 
tinted  moisture  cream  with  a  sun 
protection  factor  of  15. 

Tinted  moisturiser  SPF  15 
(125ml,  £7.95)  is  hypo-allergenic 
and  non-comedogenic  and  offers 
both  LfV-A  and  UV-B  protection. 

The  launch  will  be  supported 
by  Neutrogena's  £1.2  million 
advertising  spend.  The  new 
product  will  be  featured  and 
sampled  in  the  women's  Press. 
Neutrogena  (UK)  Ltd.  Tel: 
071-821  1984. 


Elida  Gibbs  are  launching  Kyomi, 
a  premium-priced,  innovatory 
"deo-perspirant",  backed  by  a 
£2.5  million  national  Press  and 
television  advertising  campaign. 

The  "naturally  derived" 
product  is  not  an  anti-perspirant 
but  works  by  allowing  the  pores  to 
breath  naturally,  absorbing 
perspiration  as  it  is  produced. 
With  a  copy  line  —  "Works  with 
the  body,  not  against  it"  —  Kyomi 
comes  in  stick  (50g  £1.69), 
aerosol  ( 1 50ml  £  1 . 59 ) ,  and  roll-on 
(45ml  £1.19)  with  three 
fragrances  (coral,  blush  and  aqua) 
in  each  type  except  the  stick  (no 
blush). 


Christian  Dior  have  brought  out  a 
new  skincare  cleansing  range 
called  Equite. 

The  range  of  six  products  is 
said  to  be  suitable  for  all  skin 
types. 

Face  and  eye  make  up 
remover  (£11.50)  contains  no 
detergents.  It  can  be  used  alone 
or  in  conjunction  with  other 
products  in  the  range.  Exfoliating 
gel  (£14)  is  said  to  remove  dead 
cells  without  irritation  and  softens 
the  skin. 

The  gentle  cleansing  bar 
(£7.95)  is  a  soap-free  formulation 

A  television  advertisement  for  Sante 
foam  bath  and  shower  gel  is 
running  nationally  for  four  weeks 
from  March  1 .  The  30  second 
commercial  continues  the  healthy 
living  theme  of  previous 
commercials,  reinforcing  Sante 's 
key  positioning  as  a  brand  to  keep 
skin  healthv,  say  Nicholas.  Tel: 
075323971. 


Elida  Gibbs  already  have  a 
28.6  percent  share  of  the  market 
with  Sure,  Lynx,  Brut  and  Denim 
and  believe  Kyomi  will  grow  the 
market  through  its  premium 
prices  and  margins,  particularly  in 
the  roll-on  and  solid  sectors. 

The  company  is  spending  £8m 
on  the  market  in  1991 . 

Kyomi  comes  in  a  composite 
launch  display  with  four  units  of 
each  variant  —  75ml  trial-size 
aerosols  (£0.49)  are  available 
separately  in  dozens. 
Introductory  promotions  will  be 
backed  by  a  door-to-door  drop  of 
1  million  coupons.  Elida  Gibbs 
Ltd.  Tel:  071-486 1200. 


which  contains  camelia  oil  and 
gives  a  light  lather.  It  comes  in  an 
aerated  soap  dish  to  protect  it 
from  humidity. 

Wash  off  cleansing  gel 
(£11.50)  is  claimed  to  be  suitable 
for  the  most  delicate  skin  and 
rinses  off  easily.  Vitalising  toner 
(£10.50)  contains  extract  of  tai- 
soh,  the  fruit  of  the  jujube  tree, 
chosen  for  its  stimulating 
properties.  Alcohol-free  softening 
lotion  (£10.50)  completes  make- 
up removal  and  is  pH  balanced. 
Parfums  Christian  Dior  ( UK)  Ltd. 
Tel:  0273  515021. 


Land  is  the  latest  male  fragrance 
range  from  Lacoste.  It  comprises 
eau  de  toilette  in  two  sizes  (50ml, 
£18.50;  100ml,  £27),  aftershave 
(50ml,  £16.50;  100ml,  £23), 
shampoo  (200ml,  £11),  deodorant 
spray  (150ml,  £11)  or  stick  (75g, 
£8.50)  and  soap  (lOOg,  £6.50). 
Jean  Patau  Ltd.  Tel:  071-328 
1036. 


Oily  skincare 
range  new 
from  Roc 

Roc  have  brought  out  a  skincare 
range  for  oily  problem  skin, 
comprising  three  products.  All  are 
hypo-allergenic,  perfume-free  and 
non-comedogenic. 

Gel  cleansing  wash  (125ml, 
£5.95)  is  non-oily  and  soap-free 
and  is  said  to  cleanse  deeply 
without  promoting  sebum 
secretion. 

Treatment  lotion  (100ml, 
£5.95)  dries  out  specific  areas,  say 
Roc,  and  contains  ingredients  said 
to  help  reduce  bacterial  growth.  It 
is  applied  locally  after  cleansing. 

Shine  control  cream  (30ml, 
£5.95)  is  said  to  help  stabilize 
sebum  secretion  and  soothe 
redness.  It  should  be  applied  daily 
in  the  morning.  Roc  Laboratories 
UK  Ltd.  Tel:  071-8239223. 

Here  comes 
le  soleil 
for  suncare 

Fresh  from  France  is  Les 
Solaires,  a  suncare  range 
distributed  in  the  UK  by  Plenty  of 
Scents. 

The  range  comprises  five 
lightly  scented  products  packaged 
in  brightly  coloured  bottles. 

Simplicity  is  the  key,  says  the 
company,  which  claims  the  range 
offers  a  wide  selection  of 
protection  factors  without  a 
confusing  number  of  bottles. 

Products  include  high 
protection  a  face  cream  (75ml, 
£3.99),  a  medium  factor  sun  milk 
(125ml,  £4.50),  sun  tan  oil  (125ml, 
£4.99),  aftersun  (125ml,  £3.99) 
and  self-tanning  lotion  (50ml, 
£3.99).  Each  product  offers  both 
UV-A  and  UV-B  protection. 
Plenty  of  Scents.  Tel:  0905  57477. 

Correct  rosy 
cheeks 

Kanebo  have  introduced  a  colour 
corrective  foundation  with  UV 
protection. 

Bio  Total  Finish  Green 
Control  Colour  (£23.70;  refills 
£14.95)  comes  in  a  pastel  green 
powder  format  and  helps  tone 
down  red  areas  of  the  face,  say 
Kanebo  Division  of  OBL 
Manufacturing  Ltd.  Tel:  0635 
46362. 


Keeping  the  balance  with 
Christian  Dior 
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How  Asilone 

succeeds 
where  others 
don't 


Asilone 


Unlike  products  that  simply  block 
reflux  by  rafting  action,  Asilone  attacks 
the  cause  of  in  digestion  and 
heartburn:  excess  acid 
li  neutralises  gastric  acid  and 
i  :i  imbats  wind,  whilst  gently  soothing 
the  stomach  lining 

The  balanced  formula  of  Asilone 
Liquid  offers  both  fast  action  and  a 
lasting  effecl  In  addition,  Asilone  is 
extremely  low  in  sodium,  which  makes 
it  suitable  for  people  on  low-sodium 
diets 

This  is  why  so  many  doctors 
prescribe  Asilone  And  why  it's  the 
k  i.  ii  lini  i  i  iharmacy  antacid 

Your  recommendation 
for  indigestion 


COUNTERPOINTS 


Bear  Brand  relaunch 
hosiery  range 


Bear  Brand  hosiery  is  being 
relaunched  this  year,  with  new 
styles  and  new  packaging  to  be 
sold  in  this  Summer. 

The  flat  packs  are  being 
changed  to  a  hanging  pack  format 
which  allows  merchandisers  to  be 
more  space  efficient  and  stay 
tidier,  the  manufacturers  say.  The 
products  are  colour-coded 
according  to  style  -  tights, 
stockings,  knee-highs  and  hold- 
ups —  and  denier,  for  ease  of 
selection. 

New  styles  will  be  "fashion- 


led"  in  a  wide  range  of  colours  and 
will  include  shiny  Lycra,  opaque 
and  thick  tights. 

Promotional  activity  will 
concentrate  initially  on  public 
relations  and  in-store  activity,  and 
a  charity-linked  promotion  will  be 
launched  nationally  towards  the 
end  of  the  year. 

Prices  of  tights  start  from 
around  £0.95,  with  multipacks  of 
three  pairs  retailing  from  £1.69. 
Lightweight  support  hosiery  is 
also  available.  Hartstone  Group 
pic.  Tel:  0844  261544. 


Romantic  new  hosiery 
from  Couture 


Couture  Designer  Hosiery  have 
introduced  styles  for  special 
occasions . 

Floral  spray  (one  size,  £2.99) 
is  a  15  denier  tight  with  a  flower 
design  on  the  ankle.  Available  in 
ivory  or  navy. 

Trailing  Rose,  (one  size, 
£3.99)  is  a  10  denier  tight  with  a 
cascading  rose  pattern  on  the 


seam.  It  comes  in  carnation,  ivory 
or  nearly  black. 

Lace  top  stocking  (three  sizes, 
£4.99)  is  10  denier  with  Lycra.  It 
comes  in  black,  ivory  or  white. 

Wedding  motif  stocking  (one 
size,  £3.99)  has  a  horseshoe  and 
bow  motif  on  the  heel.  It  comes  in 
white  or  ivory.  Couture  Designer 
Hosiery.  Tel:  0788  823169. 


ON  TV  NEXT  WEEK 


GTV  Grampian 
B  Border 
BSB  British  Sky 
Broadcasting 
C  Central 

CTV  Channel  Islands 
LWT  London  Weekend 


C4  Channel  4 
U  Ulster 
G  Granada 
A  Anglia 

TSW  South  West 
TTV  Thames  Television 


TV-am  Breakfast  Television 

STV  Scotland  (central) 

Y  Yorkshire 

HTV  Wales  &  West 

TVS  South 

TT  Tyne  Tees 


Anadin  Ibuprofen: 

Y 

Aquafresh  toothpaste: 

All  areas  except  CTV.CT  &  TV-am 

Benylin: 

GTV,  STV 

Benylin  Day  &  Night: 

HTV 

Colgate  great  regular  flavour  toothpaste:    All  areas  except  U.CTV  &  LWT 

Libra  Bodyform: 

All  areas  except  CTV, LWT, TTV  &  C4 

Peaudouce: 

TTV,  TV-am 

Pure  and  Simple  skincare: 

TV-am 

Radian  B  mineral  bath: 

Y 

Silvikrin  haircare: 

All  areas 

Vaseline  Intensive  Care  Lotion: 

All  areas  except  U,  TVS  &  TV-am 

Embee  have  added  three  storage 
boxes  to  their  range.  The  boxes 
are  made  from  durable  plastic 
and  are  stackable.  They  are 
available  with  natural  boxes  and 
white  lids  in  three  sizes:  standard 
(33  by  18  by  11cm,  £1.75), 
medium  (41  by  28  by  15cm, 
£4.50)  and  jumbo  (58  by  42  by 
15cm,  £8.90).  Embee  Ltd.  Tel: 
0443  730784. 


Brita  and  Tefal  are  jointly  promoting 
Brita  water  filters  and  Tefal 
cordless  kettles  for  Spring.  On 
purchase  of  a  Brita  water  filter 
consumers  receive  a  £2  cash  back 
voucher  for  any  Tefal  cordless 
kettle.  Tefal  are  offering  a  free 
Brita  travel  water  filter  with  every 
Freeline  Deluxe  cordless  kettle. 
Tefal.  Tel:  0753  44100.  Brita. 
Tel:  0932  228348. 


DERBAC-M  IS  LETHAL  TO  LICE 
BUT  GENTLE  ON  SKIN 


Derbac-M  is  the  only  aqueous  malathion  liquid. 

Suitable  for  your  patients  with  asthma, 
sensitive  or  broken  skin. 


•  Its  efficacy  has  been  proven  in  the  community 
over  many  years. 

•  Its  pleasant  fragrance  ensures  ready  acceptance. 


Derbac-M 


No.  1  recommended  brand. 

New,  improved  tablet  formulation. 

New  handy,  portable  sizes  of  tablets 
and  liquid. 

Gavison  is  specifically  effective 
against  heartburn. 

Ready 
for  action. 


Direct  promotional  campaign  to 
consumers  from  January  1991 . 

Customers  will  be  asking  you  for 
Gaviscon  by  name. 

Have  the  new  packs  in  stock  and  on 
display. 

Ask  your  representative  about  new 
consumer  information  and  display 
items. 


For  customers  who  demand 
heartburn  relief. 


armacy  Prescribing  Information 

dive  Ingredients:  Liquid:  Sodium  Alginate  BPC  500mg,  Sodium  Bicarbonate  Ph. Eur.  267mg,  Calcium 
arbonate  Ph. Eur.  160mg  per  10ml  dose.  Gaviscon  250  Tablet:  Alginic  Acid  BPC  250mg,  Sodium 
karbonate  Ph. Eur.  85mg,  Aluminium  Hydroxide  Gel  BPC  50mg,  Magnesium  Trisilicate  Ph. Eur. 
2.5mg  per  tablet.  Indications:  Gaviscon  Liquid:  Heartburn,  including  heartburn  of  pregnancy, 
/spepsia  associated  with  gastric  reflux,  hiatus  hernia  and  reflux  oesophagitis.  Gaviscon  250:  Heartburn 
acid  indigestion,  Contra-indications:  Noneknown.  Dosage  Instructions:  Adults  and  children  over  12: 


10-20ml,  children  6-12: 5-1  Omi  liquid  after  meals  and  at  bedtime.  Gaviscon  250  Tablets:  Adults  and  children 
over  12:  2  tablets  to  be  chewed  thoroughly  as  required.  Children  under  12:  not  recommended. 
Note:  10ml  liquid  contains  6.2mmol  sodium.  One  Gaviscon  250  tablet  contains  1.02mmol  sodium. 
Both  liquid  and  tablet  forms  of  Gaviscon  are  sugar-free.  Product  Licence  Nos:  44/0058  Liquid 
Gaviscon.  44/0103  Gaviscon  250.  Further  information  is  available  on  request  from:  Reckitt  &  Colman 
Products,  Dansom  Lane,  Hull  HU8  7DS.  "  Gaviscon  is  a  registered  trade  mark. 


COUNTERPOINTS 


macleans 

ACTIVE- 

MopHT  1 


KJ 


macleans 

MOUTH1  - 


Macleans  Mouthguard 
goes  minty 


Wellcome 
plug  for 
Calgel 

Showcards  recommending  Calgel 
for  the  relief  of  infant  teething  pain 
are  being  distributed  by  Wellcome 
representatives  to  complement 
existing  in-store  display  material. 

Pharmacy  assistants  will  also 
be  given  the  chance  to  win  30 
deluxe  travel  sets,  comprising  a 
Morphy  Richards  iron,  hairdryer 
and  alarm  clock,  by  demonstrating 
their  knowledge  of  Calgel.  The 
competition  will  run  until  April  16. 

Calgel,  launched  last  year,  is 
the  "number  two"  brand  in  the 
teething  gel  market,  with  a  14  per 
cent  share  of  volume  sales,  say 
Wellcome.  Tel:  0270  583151. 

Minnie  hair 
range  with 
display  unit 

Retail  Concepts  have  launched  a 
range  of  Walt  Disney  hair 
ornaments  for  children,  called 
Minnie  &  Me. 

In  bright  colours,  products 
include  hair  bands  (£1.29),  slides 
(£0.99),  side  combs  (£0.99)  and 
hair  combs  (£1.99). 

A  free  counter  display  unit  is 
supplied  with  every  pre-pack  of 
stock.  Retail  Concepts  Ltd.  Tel: 
0533  696939. 

AAH  April 

offers 

April  offers  from  AAH 
Pharmaceuticals  cover  hair  and 
beauty,  anti-perspirants,  sanitary 
protection,  babycare,  dental  care 
and  dietary  supplements. 

Hair  care  promotions  include 
offers  on  Born  Blonde,  Glints  and 
Poly  Foam  perms.  In  the  babycare 
sector  they  are  promoting 
Robinsons  baby  food  and  Togs 
nappies.  Also  on  offer  are  Kotex 
Simplicity,  Ponds  handcreamand 
Slim  Fast.  AAH  Pharmaceuticals 
Ltd.  Tel:  0928  717070. 


Subdale  Enterprises  are  looking  to 
extend  the  distribution  of  their 
range  of  Jerico  Dead  Sea  products 
—  1 1  products  including  bath  salts 
and  mud  mask  —  into  retailers.  At 
present  distribution  is  primarily  by 
mail  order.  Price  lists  are  available 
from  Subdale  Enterprises  Ltd.  Tel: 
081-349  0299. 


Smithkline  Beecham  Personal 
Care  are  extending  their 
Macleans  Active  Mouthguard 
range  with  a  mint  flavoured 
variant. 

In-home  usage  of 
.mouthwashes  in  the  UK  rose  from 
20  per  cent  in  1 988  to  30  per  cent 
in  1990,  say  SB.  However,  figures 
from  America  which  show  65  per 
cent  usage  indicate  the  market  has 
room  for  growth. 

The  company  claims  that 
Macleans  Active  Mouthguard 
original  has  achieved  a  7.4  per 
cent  share  of  the  mouthwash 
market  since  its  launch.  The  new 


Potter  &  Moore  are  relaunching 
their  toiletry  range.  There  will  be 
three  ranges,  called  Chintz,  China 
Blue  and  Rose,  each  with  a 
traditional  apothecary  look. 

Chintz  contains  extracts  of 
vervain  and  aloe  vera,  China  Blue 


La  Prairie  have  introduced  the 
Swiss  Stress  Skincare  Centre,  a 
range  of  skincare  products  for 
stressed  and  sensitive  skin. 

Synergel  (£46)  is  said  to 
soothe  and  help  heal  damaged 
skin.  Emergency  tonic  (£39)  is  an 
intensive  treatment  for  adult  acne 
and  is  for  excessively  oily  skin. 

ICI  Homecare  are  offering 
consumers  15  per  cent  extra  on 
their  1kg  packs  of  soda  crystals. 
The  promotion  runs  throughout 
Spring.  ICI  Homecare.  Tel:  0606 
704444. 


mint  variety,  based  on  the 
Macleans  Freshmint  toothpaste 
taste,  contains  an  anti-plaque 
ingredient  and  fluoride,  say  SB. 

To  support  the  launch,  SB  are 
planning  advertising  and 
promotional  campaigns.  A  £2.5 
million  television  campaign  on  the 
"Foulest  of  mouths"  theme  will 
run  together  with  consumer  and 
trade  Press  advertising  and  on- 
pack  promotions.  The  campaign, 
with  a  total  spend  of  £7m,  will 
culminate  with  a  unique  radio 
promotion,  say  Smithkline 
Beecham  Personal  Care  UK.  Tel: 
081-560  5151. 


has  white  willow  and  ginseng, 
while  Rose  contains  almond  oil  and 
meadowsweet. 

Products  include  foam  bath, 
body  lotion,  shower  gel,  talc,  bath 
soak,  bath  jewels  and  soap.  Potter 
&  Moore  Ltd.  Tel:  0733  76266. 


Moisture  mask  (£44)  is  claimed  to 
revitalise  dull,  dehydrated  skin 
and  is  for  all  skin  types. 

Purifying  clay  mask  (£44)  is  a 
deep  cleansing  and  revitalising 
treatment.  Sensitivity  lotion 
(£39),  is  for  extremely  sensitive 
skin.  Perma  Jeune  Ltd.  Tel: 
071-580  6900. 

Scott  are  running  an  on-pack 
promotion  during  April  and  May, 
offering  consumers  15  extra 
tissues  in  every  Andrex  family 
size  pack.  Scott  Ltd.  Tel:  0342 
27191. 


BRIEFS 


A    patient   information  booklet 

emphasising  the  pharmacist's  role 
in  providing  guidance  on  pain  relief 
is  now  available  from  Janssen, 
manufacturers  of  Inoven.  "The 
relief  of  everyday  aches  and 
pains"  is  introduced  by  a  well 
known  media  doctor,  Dr  Tom 
Smith,  and  includes  information  on 
migraine,  backache  and  period 
pain.  Copies  are  available  from 
Janssen  representatives,  or  by 
writing  to  Janssen  Pharmaceutical 
Ltd.  Tel:  0235  772966. 
Schering-Plough  Consumer  Health  have 
appointed  a  Northern  Ireland 
distributor  for  their  OTC 
products.  All  inquiries  should  be 
directed  to  Worktown  Brokerage 
Sendees  Ltd,  McKinney  Industrial 
Estate,  Mallusk  Road, 
Newtownabbey,  co  Antrim  BT36 
8PX.  Tel:  0232  848416. 
Tudor  Photographic  have  added  three 
new  finishes  to  their  range  of 
frames.  A  floral  gilt  frame,  darker 
grey  floral  and  a  dark  wood  finish 
are  available  in  all  standard  sizes 
as  well  as  a  10  by  12in  size.  Tudor 
Photographic  Group  Ltd.  Tel: 
081-4508066. 

Zorbit  Babycare  have  introduced 
another  design  to  their  junior 
bedding  range.  Motorbiking 
features  a  bike  and  helmeted  rider 
in  grey,  red  and  white.  The  set 
comprises  duvet  cover  and 
pillowcase.  Zorbit  Babycare.  Tel: 
0942497191. 

English  Grains  have  repackaged 
Sure-Lax  into  compact  plastic 
tubs,  with  wrap-around  labels  and 
tamper-evident  caps.  The  pack 
size  remains  unchanged  at  36 
tablets.  A  free  shelf  strip  is 
available.  English  Grains 
Healthcare.  Tel:  0283221616. 
De  Witt  are  transferring  the 
manufacturing  and  distribution  of 
Cabdrivers  adult,  junior,,  and 
diabetic  linctuses,  and  Odd  Spot 
lotion,  from  April  1,  to  BMS 
Laboratories  Ltd,  Riverview  Road, 
Beverley,  North  Humberside , 
HU170LD.  Tel:  0482  860228. 
International  Laboratories  are  running 
another  campaign  for  Derbac  head 
lice  treatment.  Advertisements 
will  appear  in  the  professional 
health  Press.  International 
Laboratories  Ltd.  Tel:  061-945 
4161. 

Forceval  protein  powder  custard 
flavour  (300g  tins  and  15g  sachets) 
will  now  be  known  as  vanilla 
flavour;  the  orange  flavour  (300g 
tins)  is  discontinued.  UnigregLtd. 
Tel:  081-330 1421. 
AAH  Pharmaceuticals  are  offering  17.5 
per  cent  off  trade  price  on 
Thackray  Aquadry  urine  drainage 
bags.  The  offer  lasts  until  March 
31.  AAH  Pharmaceuticals.  Tel: 
0928  717070. 

Dietade  Foods'  fruit  sugar  is  now 
stocked  for  the  first  time  at  170 
Tesco  outlets,  in  250g  cartons 
(£0.69).  Dietade  Foods  Ltd.  Tel: 
0584810366. 


English  appeal  from 
Ratter  &  Moore 


Swiss  skincare 
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Announcing 

a  new  arrival  to  the 


Diocalm  family 


Diocalm  Junior  is  an  Oral  Rehydration 
Therapy  -  the  recommended  treatment  for 
diarrhoea  in  children. 

Rapidly  replaces  lost  salts  and  fluids. 

Benefits  from  the  strength  and  heritage  of 
Diocalm  and  Beecham  names. 


Strong  support  package 
-  National  Press  Advertising 
-  PR  Activity 
-  Point  of  Sale  Material 

Make  sure  you've  got  this  new  arrival  on  your  shelves. 


SO 


SmithKhne  Beecham 

Consumer  Brands 

For  further  information  ring: 
081-975  4325 


Active  ingredients  per  sachet:  Anhydrous  Glucose  Ph.  Eur  4.0  g,  Sodium  Chloride     Dosage:  Children  under  6  years  - 1  sachet  after  each  bowel  movement. 
Ph.  Eur  0.35  g,  Sodium  Citrate  Ph.  Eur  0.59  g,  Potassium  Chloride  Ph.  Eur  0.30  g     Specific  instructions  exist  on  pack  lor  breast  and  bottle  fed  babies. 
Main  Indications:  Treatment  of  diarrhoea  by  prevention  and  correction  of  dehydration     RSP:  £1 .65  per  pack  of  5  sachets 


COUNTERPOINTS 


Sunny  offers  from 
Creightons  Naturally 


Creightons  Naturally  are 
promoting  their  Sun  Veil 
collection.  A  free  200ml  aloe  vera 
and  allantoin  aftersun  moisturiser 
will  be  banded  to  the  200ml  aloe 
vera  and  oak  bark  sun  tan  lotion 
(£4.45)  or  150ml  sesame  seed  and 
aloe  vera  sun  tan  cream  (£4.95). 

A  free  150ml  aloe  vera 
aftersun  gel  will  be  banded  to  the 
150ml  aloe  vera  and  oak  bark 
suntan  cream  (£4.45). 

The  promotional  duos  are 


available  in  sets  of  six. 

The  company  has  introduced  a 
new  display  tray  to  carry  six  units 
each  of  mint  lip  balm  and  total  sun 
block. 

In  addition  Creightons  are 
introducing  a  Sun  Veil  travel  wallet 
containing  60g  aloe  vera  and  oak 
bark  sun  cream,  sun  lotion,  aloe 
vera  sun  lotion  and  aloe  vera  and 
allantoin  aftersun  for  the  price  of 
£4.25.  Creightons  Naturally  pic. 
Tel:  0903  745611. 


Sangers  sweet  on  Kodak! 


Coty  are  offering  customers  a  free 
pair  of  black  and  white  earrings 
with  15ml  packs  of  Exclamation 
parfum  de  toilette  spray  (£4.50). 
The  offer  runs  until  the  end  of 
March,  or  while  stocks  last.  Beauty 
International  Ltd.  Tel:  0491 
33333. 


On  lice... 

Lyclear  educational  material  for 
head  lice  treatment  will  be 
distributed  to  pharmacists,  health 
visitors  and  school  nurses  this 
month.  It  will  include  a  poster  and 
laminated  teaching  aid  illustrating 
the  life  cycle  of  head  lice,  with 
advice  on  the  prevention  and 
treatment  of  infestation,  say 
Wellcome  Consumer  Healthcare. 
Tel:  0270  583151. 


Sangers  are  offering  prizes  of 
Thorntons  chocolates  for  orders 
of  Kodak  film.  However,  the 
retailer  does  not  receive  the  chocs 
him-  or  herself;  they  must 
nominate  their  nearest  and 
dearest  to  get  the  goodies  instead. 

Orders  of  any  combination  of 
Kodak's  film  range  qualify  for  the 


Aladdin  have  brought  out  a  new  flask, 
the  Monaco.  It  comes  in  four  sizes 
-  quarter,  half,  two-thirds  and 
one  litre.  It  has  a  pour-through 
stopper  and  comes  in  assorted  red 


promotion.  Orders  of  60  rolls  are 
rewarded  with  a  400g  box  of 
chocolates,  100-rolJ  orders  qualify 
for  a  540g  casket,  and  for  160  rolls 
of  Kodak  film,  800g  boxes  are 
available. 

The  promotion  ends  on  March 
29.  Sangers  Photographic  Ltd.  Tel: 
021-523  4471. 


and  blue  bases,  handles  and 
screw-on  cups.  Trade  prices 
range  from  £1 .78  (quarter  lite)  to 
£2.75  (one  litre).  Aladdin 
Industries  Ltd.  Tel:  0442235858. 


Lollipops  on 
Thames  TV 

Chupa  Chups  are  benefiting  from 
£500,000  of  advertising  support  in 
the  shape  of  a  television  campaign 
in  the  Thames  region. 

The  campaign,  which  features 
Chupa  Chups  Original,  Fantasy 
Ball  and  Melody  Chups,  is  said  to 
be  the  largest  ever  for  a  children's 
sugar  confectionery  product  in  the 
Thames  area. 

The  opening  phase  features 
Chupa  Chups  Original  in  a  20 
second  commercial  showing  until 
the  end  of  March.  The  second 
phase,  advertising  Fantasy  Ball 
and  Melody  Chups,  will  run  from 
Easter  until  the  end  of  May.  The 
Original  Chups  will  be  back  on  the 
screens  from  August  to 
September,  say  distributors  Food 
Brokers  Ltd.  Tel:  0705219900. 


The  Oo-do  range  is  being  supported 
with  new  point  of  sale  material, 
consisting  of  shelf  edger,  counter 
unit  and  three-tier  leaflet 
dispenser,  all  in  the  range  colours. 
Do-do  is  also  being  supported  with 
a  heavyweight  Press  advertising 
campaign  throughout  the  year, 
say  Ciba  Consumer 
Pharmaceuticals .  Tel:  0403 
59466. 


Counter-top 
dispensers 


Yes.  It's  a  blister  pack! 


Literally  millions  of  people  get  blis- 
ters with  the  same  frequency  as  cuts  and 
scrapes.  The  convention  of  sticking  a 
plasier  on  the  wound  is  ineffective,  in- 
appropriate and  offers  your  customers 
little  or  no  relief  from  the  discomfort. 

Now,  a  medically  proven,  market- 
tested  alternative  is  available. 

Compeed  is  a  synthetic,  skin-like, 
adhesive  membrane  which  protects  the 
lesion  and  encourages  it  to  heal  under 
optimum  conditions. 


PANIC  BUTTON  CAMPAIGN 

Compeed  is  already  highly  success- 
ful in  international  sporting  circles,  but 
existing  demand  is  about  to  increase 
significantly  as  a  ma|or  national  adver- 
tising campaign  gets  underway. 


Mother  Nature'spanicbulton 
—  ob.5tsr 


nnmpeed 

Millions  of  women  will  discover  that 
Compeed  is  the  most  effective  treat- 
ment for  blisters  caused  by  ill-fitting 
shoes,  sport,  gardening,  DIY,  walking  or 
working. 


Suggest  she  stocks  her  medicine 
cabinet  with  a  5  treatment  pack  and 
we're  sure  your  advice  will  be 
appreciated. 

Attractive  Compeed  counter-top 
dispensers,  in  six  or  thirty  unit  sizes,  are 
obtainable  from  your  local  wholesaler. 
The  introductory  six-unit  dispenser 
wholesales  at  a  price  of  £10.92,  with  a 
R.R.P.  of  £2.99  per  individual  pack. 

Your  customers  deserve  a  more 
advanced  answer  to  the  common  prob- 
lem of  blisters.  You'll  find  the  margin 
more  comfortable,  too. 


Clip  this  coupon  and  attach  it  to 
your  next  wholesale  order. 

I     Please  send  me  a  six/thirty  unit  counter-top 
dispenser  of  Compeed  (delete  as 
appropriate)  with  my  next  delivery  and 
charge  my  account 


compEEd 

Made  by  Coloplast  I  HHHmm 


Distributed  in  UK  by 


Postcode 


compeed 
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Face  make-up  performs  well 
in  cosmetics  sector 


Unit  sales  of  colour  cosmetics 
have  fallen  m  the  last  two  years, 
according  to  EIU's  latest  report. 
The  fastest  growing  sectors  have 
been  the  premium  and  budget ,  at 
the  expense  of  direct  distribution. 

The  strongest  performing 
sector  has  been  facial  make-up 
(foundation  and  powders),  which 
accounted  for  36  per  cent  of  sales 
in  the  year  to  July/August  1990. 
Eye  make-up  took  30  per  cent, 
lipstick  24  per  cent  and  nail  polish 
10  percent. 

There  has  recently  been  a 
blurring  of  the  divisions  between 
cosmetics  and  skincare,  especially 
in  the  premium  and  middle 
sectors.  Treatment  cosmetics  are 
coming  into  their  own  due  to 
increasing  interest  in  skincare. 

The  market  was  valued  at 
£448  million  in  1990,  about  the 
same  as  in  1989.  Between  1985 
and  1989  sales  of  premium  priced 
products  increased  by  over  80  per 
cent,  compared  with  43  per  cent 
for  the  total  market.  In  the  same 
period  sales  of  budget  cosmetics 
increased  by  63  per  cent . 

Factors  affecting  the  growth  of 
the  market  over  the  1985-89 
period  include:  rise  in  income  in 
early  '80s;  increased  marketing 
activity;  decline  in  number  of 
15-24  year  old  women; 
consumers  trading  up; 
introduction  of  ranges  lot- 
sensitive  skins  and  more  natural 
looking  products;  trend  towards 
treatment  cosmetics;  increasing 
interest  in  personal  appearance; 
earlier  use  of  cosmetics  among 
young  girls;  and  a  trend  towards 
greater  experimentation  and 
confident  use  of  products. 

The  growing  popularity  of 
naturally  based  products  has  led  to 
many  companies  publicising  that 
their  products  are  cruelty-free. 
However,  there  is  now  little 
competitive  advantage  in  this 
since  so  many  companies  are 
making  such  claims. 

Sensitive  skin  has  bei  ome  an 
increasingly  important  area  for 
manufacturers. 

New  products  in  the  treatment 
sector  include  tinted  moisturisers, 
foundations  with  sunscreens, 
conditioning  mascaras  and 
lipsticks. 

Penetration  of  lip,  eye  and  nail 
products  has  been  static  for  some 
lime  but  the  number  of  17-34  year 
old  women  using  facial  make-up 
has  declined  as  a  result  of  the 
trend  for  a  more  natural  look  and 
also  increased  interest  in 
skincare. 

I [owever,  there  has  been  a 
revival  of  face  powders  among  the 
15-24  year  olds  in  response  to 
product  innovation. 

Eye  make-up  has  the  highest 


penetration  and  usage  among 
15-19  year  olds.  Nails  are  the 
weakest  sector,  with  penetration 
the  highest  among  the  15-19  age 
group. 

Sales  of  colour  cosmetics 
through  grocers  still  have  a  long 
way  to  go  to  match  skincare  sales, 
say  EIU.  Pharmacies  still  hold  the 
lion's  share  with  51 .8  per  cent  of 
total  sales  of  colour  cosmetics  m 
the  year  to  May /June  1990. 

About  70  per  cent  of  sales 
come  from  products  priced  under 
£2.99,  with  the  average  price  in 
1990  being  £2  per  item. 

Over  £llm  was  spent  on 
advertising  cosmetics  m  1990,  an 
increase  of  67  per  cent  on  1986. 
The  major  spenders  were 
Unilever,  Boots  and  Max  Factor. 
EW  Retail  Business.  Tel: 
071-49:i  6711. 


Win  a 
Healthilife 
holiday 

Healthilife  are  running  a 
competition  to  coincide  with  the 
launch  of  their  Super  Body  Tone 
product  range,  which  includes 
EPO  cream,  vitamin  A  cream  and 
vitamin  E  cream  (all  45g  £2.99). 

Top  prize  is  a  holiday  for  two  in 
California,  including  ten-day  use  ol 
a  hired  car.  The  first  100  runners 
up  will  receive  Super  Body  Tone 
hold-alls  and  matching  bath  towels 
worth  £50. 

The  competition  begins  on 
April  1  and  lasts  until  June  30.  To 
enter,  customers  have  to 
complete  an  in-store  leaflet 
i  out. lining  five  questions  relating 
to  Super  Body  Tone. 

There  is  a  second  holiday  in 
California  prize  lor  the  retailer 
providing  the  winning  customer 
and  hold-alls  and  towels  lor  the 
first  400  retailers  to  order  one 
case  each  of  Cidersim,  hair  and 
nail,  Aquaflow,  evening  primrose 
oil,  vitamin  A  and  F  creams. 
Healthilife  Ltd.  Tel:  0271 595021. 


Tudor  Photographic  are  introducing  a 
50  pack  dispenser  with  40  by  135 
24  and  10  by  110  24  films.'  The 
display  is  suitable  lor  counters  or 
can  be  wall  mounted.  Tlldoi 
Photographic  <li<m/>  I. Id.  Tel: 
081  1508066. 

Tixylix  is  now  recommended  for 
children  from  one  year  upwards, 
not  from  three  years  as  listed  in 
"Kids  and  (  ures"  in  the  March 
issue  ol  < )vei  the  Countei . 


IN  JANUARY 
MILLIONS  OF 
PEOPLE  MADE  A 
SOLUTION... 


...NOW 
HELP  THEM  KEEP  IT 

Millions  of  smokers  constantly  resolve  to  give  up 
smoking  but  for  one  reason  or  another,  their  attempts  can 
end  in  failure.  New  Resolution  Anti-Smoking  Lozenges, 
which  have  been  developed  especially  for  pharmacies  by 
Phoenix  Health,  could  provide  the  support  for  those 
smokers  who  are  trying  to  kick  the  habit. 

Available  from  Ernest  Jackson  &  Co.  Ltd,  Resolution 
lozenges  are  packed  with  Vitamins  A,  C  and  E  to  help  fight 
the  damaging  effects  of  nicotine  and  can  be  safely  taken 
at  any  time  instead  of  a  cigarette. 

The  next  time  someone  asks  you  for  some  much  needed 

support  in  their  attempt  to   ~ — -ffMLLilina 

stop  smoking,  give  their 

willpower  a  boost  with  !8P 

Resolution  Anti-  Smoking         T\       1   A  • 

i^  tailtinn 


Resolution 


ANTI-SMOKING  L0ZEN6ES 
ADDS  STRENGTH  TO  WILLPOWER 


Anti-Smoking 

Clean  frel 

Thetobaccl 
with  Vitamif 


DISTRIBUTED  BY:  ERNESTJACKSON  &  CO.  LTD,  CREDiTON,  DEVON  EXtt  3AP 
TEL:  (03632)  2251.  FAX:  (03632)  5595. 
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THY 
BUSINESS 


Please  send  me  your  design  guide, 
Planning  Pharmacies  for  Profit.' 
Name  


To  BFN  SHOWRAX,  Lower  Road, 
Gravesend,  Kent  DA11  9BE 
FREEPHONE  0800-525104) 


Tel  No,  _ 
Trading  As 
Address  _ 


Post  Code 


OUNTERPOINTS 


Depressed  fragrance 
sales  unlikely  to  lift 


The  female  fragrance  market  has 
grown  by  45  per  cent  between 
1985  and  1989,  and  is  now  worth 
£394  million,  according  to  the 
latest  market  report  from  EIU. 
However,  unit  sales  fell  from 
52m-46m  in  1989,  partly  as  a 
result  of  the  increased  prices. 

Fine  fragrances  have  gained 
ground  at  the  expense  of  the  mass 
market.  EIU  predict  the  market 
will  stay  depressed  for  the 
immediate  future,  though  fine 
fragrances  will  not  suffer  as  much 
as  the  mass  market  ones. 

Between  1985  and  1989  retail 
sales  of  fine  fragrances  increased 
by  64  per  cent  compared  with  45 
per  cent  for  the  total  market. 
Sales  of  mass  market  fragrances 
(including  replica  fragrances) 
grew  by  only  17  per  cent  over  the 
same  period. 

Prices  of  fine  fragrances  have 
increased  sharply.  In  1986, 27  per 
cent  of  sales  came  from  products 
priced  at  £20  and  over.  Now  60 
per  cent  of  sales  comes  from  this 
price  bracket,  with  20  per  cent 
coming  from  the  £30  and  over 
sector.  EIU  attribute  this  to  the 
entry  of  successful  new 
fragrances  at  much  higher  prices. 


The  main  reasons  for  growth 
in  the  fine  fragrances  sector 
include:  increased  activity  by 
manufacturers;  an  increase  in  self- 
purchases;  product  launches; 
success  of  designer  fragrances 
from  fashion  houses;  and  an 
increase  in  duty-free  sales. 

The  reasons  given  for  the 
poorer  performance  of  the  mass 
market  include:  little  innovation; 
poor  in-store  merchandising;  lack 
of  media  support;  success  of 
replica  fragrances;  success  of 
body  sprays. 

A  successful  marketing  tactic 
in  the  fine  fragrance  sector  has 
been  the  use  of  celebrities'  names 
-  Elizabeth  Taylor  (Passion), 
Paloma  Picasso,  Joan  Collins 
(Spectacular),  Julio  Inglesia 
(Only).  The  main  distribution  of 
mass  market  fragrances  is 
through  independent  pharmacies 
and  Boots. 

Prospects  for  future  growth 
look  grim,  with  volume  sales  for 
the  market  falling  9  per  cent  in  the 
year  to  September/October  1990 
on  the  previous  year.  An  upturn  is 
thought  unlikely  until  the 
recession  lifts.  EIU.  Tel:  071-493 
6711. 


PRESCRIPTION  SPECIALITIES 


Luborant  for 

saliva 
deficiency 

Antigen  UK's  saliva  replacement 
product  Luborant  is  now  available. 

It  is  used  in  the  management  of 
dryness  of  the  mouth,  such  as 
occurs  during  treatment  with  anti- 
depressants or  anxiolytics. 

Two  to  three  sprays  (0.8ml 
per  spray)  of  the  pink,  viscous 
solution,  which  smells  and  tastes 
of  orange,  are  used  up  to  four 
times  a  day. 

Luborant  also  contains  sodium 
fluoride.  It  should  not  be  used  if 
there  is  hypersensitivity  to  this 
ingredient,  which  may  also  cause 
mottling  of  dental  enamel  if  the 
stated  dose  is  exceeded. 

Luborant  comes  in  a  60ml 
pump-action  spray  (£3.96  trade). 
It  is  a  Pharmacy  medicine,  licence 
number  2848/0123.  Distributors 
Boehringer  Ingelhcim  Ltd.  Tel: 
0344  484743. 

Rhone-Poulenc  Rorer  are  introducing  a 
28  tablet  pack  of  Nivaquine  tablets 
(£1 .04,  trade),  which  replaces  the 
30  tablet  pack.  Rhone-Poulenc 


Rorer  Ltd.  Tel:  081-592  3060. 
Smith  Kline  &  French  are  introducing 
Tagamet  effervescent  tablets  on 
March  18.  Each  white,  circular 
tablet  has  a  raspberry  odour,  and 
contains  400mg  cimetidine.  The 
tablets  are  packed  in  three  tubes 
of  20  tablets  (60  £18.69  trade). 
Smith  Kline  &  French 
Laboratories.  Tel:  0707325111. 
Merck  have  extended  their  range  of 
complete  enteral  feeds  with  the 
launch  of  High  Energy  Liquisorb 
Neutral.  This  is  a  neutral  tube  or 
sip  feed  presented  in  500ml  brown 
glass,  crown-capped  "Euro" 
bottles  (12  £28.08  trade).  It  is 
suitable  for  the  nutritional  support 
of  hospital  patients  with  above 
average  energy  and  protein 
requirements  or  fluid  restriction, 
and  contains  1.5kcal/ml  and  6g 
protein  per  100ml.  E.  Merck  Ltd. 
Tel:  042064011. 
Kerfoot's  sulphasalazine  tablets 
500mg  are  now  pale  orange  brown 
in  colour,  and  marked  "K/844". 
Kerfoot  Pharmaceuticals.  Tel: 
061-3304531. 

Glauline  has  been  withdrawn,  and 
Smith  &  Nephew  are  recalling 
unused  stock.  Returns  should  be 
made  via  the  route  through  which 
the  product  was  originally 
purchased.  Smith  &  Nephew 
Pharmaceuticals  Ltd.  Tel:  04023 
49333. 
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What  the  experts  turn  to 

for  effective 
head  lice  treatment 


CARYLDERM 

LOTION 

Tho  lamily  trcolmonl  kit 
lor  iiw  Bllmlnallon  oi  no.nd  itc 
In  two 


PRIODERM 

LOTION 

The  lamily  treatment  kit 
tor  the  elimination  of  head  lie 
in  two  hours 


Recommended 
on  rotation 


•  Endorsed 
by  authority 

•  Recognised 
market  leader 


PRIODERPl  and  CARYLDERPl 

LOTION  LOTION 


FAMILY  TREATMENT 

Continuing  commitment  to  pharmacy  support  and  consumer 
education  with  sales  force  back-up,  videos  and  information  leaflets. 

Napp  Consumer  Products  Division,  Napp  Laboratories  Limited,  The  Science  Park,  Milton  Road. 
Cambridge  CB4  4GW  Member  of  Napp  Pharmaceutical  Group  (R)  PRIODERM.  CARYLDERM  and 
NAPP  are  Registered  Trade  Marks  (C)  Napp  Laboratories  Limited.  1 990 


KITS 


40  YEARS  EXPERIENCE 

in  head  lice  treatment 


The    appeal    of    Britain's    number    one  OTC 

We're  pleased  to  announce  the  latest  addition  to  our  Pure  all  about  the  benefits  of  pure  cod  liver  oil  but  either  don't  like 

Cod  1  i\er  Oil  range.  It's  a  new  hij>h  strength  capsule  the  taste  ot  the  liquid  or  find  taking  six  capsules  a  day 

f  I 

aimed  spci  iticallv  at  current  non-users  and  comes  in      V  inconvenient.  For  these  people,  new  High  Strength 

a  convenient  and  highly  effective  one-a-day  dosage.  Cod  Liver  Oil  is  just  what  they've  been  waiting  for. 

Our  research  shows  that  there  are  many  people  who  know  Remember,  Seven  Seas  is  the  only  Pure  Cod  Liver  Oil 


HIGH  STRENGTI 
PURE  COD  LIVER  OL 
ONE-A-DAY 

Helps  relieve  joint  pains  &  stiff tw 

60  CAPSULE 


e  d  i  c  i  n  e  is 


about  to 


>  e  t  o  m  c    even     w  i  d  e  r 


ranye  with  a  product  liiciue  for  the  relief  of  aches,  pains,  and 
joint  stiffness. 

Plus,  it's  .ilso  the  only  range  with  a  massive  12. S  million 
national  advertising  campaign  hehind  it. 

So  stock  the  brand  tli.it  goes  Ironi  strength  to  strength. 


Contac  t  your  usual  Seven  Seas  representative  and  ask  about  new 
High  Strength  Pure  Cod  I  iver  Oil  <  apsules. 

Seven  Seas 

/ /i  (•  brand  that  goes  from  strength  to  strength 


CLOCKWORK  ORANGE 

 Ml  11  Illlllllii      I  ii 


When  customers  come  to  you  for 
advice  on  relieving  the  discomfort  of 
their  constipation,  they  may  well 
expect  you  to  recommend  a  laxative.  ^----^ 
But  most  simple  constipation  is  caused 
by  a  lack  of  fibre  in  the  diet.  Doesn't  it  make  sense  then,  to 
recommend  that  they  relieve  their  constipation  by  increasing  the 
amount  of  fibre  they  eat? 

Unfortunately,  many  people  may  be  unwilling  or  unable  to  change 


their  diets  to  include  more  high  fibre  foods.  This 
is  where  you  can  help,  by  recommending  fibre  in  a 
glass  —  Fybogel  Orange. 

Because  it  contains  Ispaghula  husk,  Fybogel  Orange 
can  help  to  replace  the  fibre  missing  from  so  many  modern 
diets,  easing  the  discomfort  of  constipation  and  restoring 
regularity.  Fybogel  Orange  is  a  convenient,  palatable  drink, 
flavoured  with  natural  orange.  A  natural  choice  for  the 
management  of  constipation. 


PRODUCT  INFORMATION  FOR  PHARMACY  RECOMMENDATION:  FYBOGEL:  Active  ingredients:  each  sachet  contains  35g  Ispaghula  husk  BP  Indications:  constipation,  conditions  requiring  a  high  fibre 
regimen.  Contra-indications:  Fybogel  is  contraindicated  in  cases  of  intestinal  obstruction  and  colonic  atony.  Dosage  and  administration:  (to  be  taken  in  water)  Adults  and  children  over  12:  one  sachet  morning 
and  evening.  Children  6-12:  half  to  one  5ml  spoonful,  depending  on  size  and  age,  morning  and  evening.  Children  under  6:  consult  your  doctor.  Retail  price:  at  December  '90  7  sachets  99p,  10  sachets 
Product  Licence  nos.  Fybogel  Orange  44/0068,  Fybogel  44/0041.  Fybogel  is  atrade  mark.  Further  information  and  display  material  is  available  on  request  from  Reckitt  &  Colman  Products,  Hull,  HU8  7DS,  U  K 


lh  fibre  ya^v 
orning 

£1.22.   V.  J 


Boom  time  in  the 
bathroom 

The  largest  toiletries  sector,  bathroom  toiletries,  is  now  valued  at  £844m,  according  to 
the  latest  statistics  from  market  researchers  AGB,  although  many  of  the  sectors  show  a 
grocery  bias.  Here  AGB  reveal  market  trends  and  shine  the  spotlight  on  some  of  the 

most  successful  brands 


Unfortunately  for  pharmacists, 
groceries  make  the  largest  sales 
within  many  sectors  of  bathroom 
toiletries  —  soaps  and  shower 
gels,  for  example.  However,  the 
large  growth  occuring  in  many  of 
these  sectors  provides  the 
potential  to  expand  sales  from  the 
pharmacy. 

The  smell  of  success 

Bodysprays  have  shown  growth 
of  33  per  cent  in  the  last  year  and 
are  now  worth  £31. 8m.  Elida 
Gibbs'  Impulse  remains  market 
leader,  with  Smithkline 
Beecham's  Sixth  Sense  the  only 
other  significant  brand,  although 
own-label  products  are  also  doing 
well.  All  products  tend  to  be 
copies  of  upmarket  fragrances, 
although  they  are  not  marketed  as 
such,  say  AGB. 

Men's  bodysprays  fall  under 
the  deodorants  category,  with 
Elida  Gibbs'  Lynx  enjoying  the  top 
slot  with  no  real  competition. 
Lynx,  say  AGB,  was  launched  as 
a  bodyspray  followed  by  line 
extensions,  whereas  other 
bodyspray  brands  such  as  Brut 
and  Insignia  tend  to  be  line 
extensions. 

The  deodorants  market  has 


grown  by  21  per  cent,  with  high 
growth  from  the  men's  sector. 
Despite  the  CFC  issue,  aerosols 
account  for  71  per  cent  of 
deodorant  sales  —  manufacturers 
replaced  CFCs  with  ozone- 
friendly  gases,  and  products 
display  the  ozone  friendly  sticker 
that  the  public  now  expect. 

Stick  deodorants  account  for 
less  than  10  per  cent  of  sales, 
possibly  because  manufacturers 
regard  them  as  line  extensions, 
rather  than  promoting  them  in 
their  own  right.  They  are  more 
popular  with  men  than  women. 

The  roll-on  market  is 
dominated  by  two  main  brands, 
Mum  and  Amplex,  say  AGB. 

Not  soft  for  soaps 

Soaps  are  having  a  tough  time, 
being  affected  by  the  growth  of 
bath  additives  and  shower  gels. 
However,  they  remain  a  grocery 
category,  with  the  trends  towards 
multipaeks.  Chemists  are  used  as 
a  top-up  supply  or  for  specialist 
f  nigra  need  soaps,  say  AGB. 

The  market  is  dominated  by 
family  soaps  such  as  Camay,  Lux, 
Lifebuoy,  Shield,  and  Imperial 
Leather.  Beauty  soaps  form  a 
small  part  of  the  market,  although 


Trade  sector  shares  —  Bathroom  toiletries 

Total  market  (£m) 

705 

844 

+  20 

176 

137 

156 

% 

% 

% 

% 

% 

Total  chemists 

34.8 

34.1 

+  17 

38.3 

32.2 

30.8 

Total  Drug 

12.8 

12.8 

+  19 

13.1 

13.6 

12.9 

Multiple  grocers 

26.8 

27.1 

+  21 

24.9 

29.8 

25.2 

Other  grocers 

6.0 

5.7 

+  13 

5.8 

6.0 

4.8 

Dept  stores 

3.3 

3.6 

+  29 

2.8 

3.7 

4.4 

Other  outlets 

16.3 

16.7 

15.1 

14.7 

21.9 

12m/e 

N/D 

N/D 

2  m/e 

J/A 

S/O 

N/D 

1989 

1990 

1990 

The  personal  care  market:  sector  trends  (value) 

Total  market  CCm) 

2  U  YA 

2872 

+  17 

5  1  5 

182 

610 

Cosmetics  and 

380.0 

437.0 

+  15 

72.0 

70.6 

98.1 

skincare 

Fragrances 

416.9 

525.0 

+  26 

79.3 

90.5 

180.2 

Haircare 

504.1 

560.6 

+  11 

97.7 

96.2 

95.0 

Bathroom  Toiletries 

705.2 

844.0 

+  20 

176.4 

137.1 

155.7 

Hard  Toiletries 

223.9 

239.6 

+  7 

45.4 

41.7 

36.9 

Oral  Care 

232.5 

265.4 

+  14 

11  1 

45.7 

44.5 

12  m/e 

N  l> 

N  l> 

2  m  e 

.1  \ 

S  () 

N/D 

1989 

1990 

1990 

a  trend  towards  moisturising 
soaps,  "sensitive  skin"  variants 
and  vegetable-based  products  is 
emerging. 

Liquid  soaps  are  performing 
badly,  with  less  than  5  per  cent 
market  share,  perhaps  because 
they  have  been  spring-offs  from 
established  brands  rather  than 
being  launched  as  new  products. 

Bath  additives  are  a  successful 
sector,  with  27  per  cent  growth 
last  year,  however  according  to 
AGB,  24  per  cent  of  consumer 
expenditure  on  bath  products 
occurs  in  November  and 
December. 

Shower  gels  are  the  fastest 
growing  segment,  rising  by  36  per 
i  cni  last  year,  and  now  account 
for  27  per  cent  of  the  bath 
additives  market.  However, 
grocers  take  34  per  cent  of  the 
business,  compared  to  total 
chemists  (including  Boots)  at  25 
per  cent  with  drugstores  at  1 1  per 
cent.  The  Body  Shop  has  a  6  per 
cent  share,  while  department 
si  ores  and  mail  order  account  for 
the  remainder. 

AGB  say  that  consumers  are 
looking  for  family  brands  of 
shower  gels,  which  is  why  grocers 
have  done  well,  since  they 
position  these  products  at  high 
priority.  However,  more 
segmentation  is  expected  within 
the  market,  and  grocers  are  now 
stocking  more  specialist  products. 
They  are  also  enjoying  high  sales 
from  their  own-label  products. 


Liquid  gold 


Bath  liquids  account  for  67  per 
cent  of  the  total  spend  on  bath 
additives,  although  bath  oils, 
crystals  and  salts  are  not  selling 
well.  The  market  is  dominated  50 
percent  by  own-brands,  reflecting 
the  trend  for  loam  baths  to  be 
purchased  in  large  litre  packs. 
However,  outlets  such  as  Marks 
&  Spencer  have  filled  a  gap  for  the 
"specialist  luxury  loam  bath"  that 
has  not  been  satisfied  by 
manufacturers,  say  AGB.  The 
Bod}  Shop's  bath  products  have 
also  done  well. 

Radox  herbal  is  the  market 
leader,  and  low  -priced  Galenco  is 
also  popular,  although  not  among 

Continued  mi  p416 
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AGB  STATISTICS 


Continued  from  p415 

the  top  five. 

Children's  bath  liquids  are  now 
worth  £9m,  and  have  grown  in 
value  by  49  per  cent  and  in  volume 
by  30  per  cent  over  the  past  year, 
possibly  due  to  line  extensions 
which  sell  particularly  well  at 
Christmas.  Nicholas'  Matey 
remains  the  market  leader,  and 
the  company  has  also  extended 
the  Matey  name  into  a  frequent 
wash  shampoo  and  talc. 


The  top  five 

Bath  liquids 

1.  Radox  Herbal 

2.  Boots  Moisture  Creme  Bath 

3.  Badedas 

4.  St  Michael  Moisturising  foam 
bath 

5.  Avon  bubble  bath. 

Shower  products 

1.  Radox  Showerfresh 

2.  Imperial  Leather  gel 

3.  Lynx 

4.  Avon  shower  gel 

5.  Avon  aqua 

Toilet  soaps 

1.  Imperial  Leather 

2.  Palmolive 

3.  Shield 

4.  Lux 

5.  Fairy 


Face  up  to  skincare 

Real  growth  in  toiletry  skincare 
has  arisen  from  facial  products, 
with  brands  such  as  Plenitude, 
Pure  &  Simple  and  Oil  of  Ulay 
doing  particularly  well.  Plenitude 
has  introduced  a  variety  of  range 
extensions,  and  although  Oil  of 
Ulay  is  the  "number  one" 
moisturiser,  growth  of  the  brand 
has  also  come  from  line 
extensions  such  as  the  sensitive 
skin  range.  Atrixo  hand  care,  too, 
is  selling  well. 

Body  lotions  have  also 
achieved  growth  within  the 
toiletries  skincare  sector, 
although  the  market  is  relatively 
unsophisticated,  say  AGB  —  no 
"body  lotion  brand"  springs  to 
mind.  Most  of  the  leading  brands 
were  originally  positioned 
differently  in  the  market,  for 
example  Nivea  lotion  is  also  used 
as  a  cleanser,  and  Vaseline 
Intensive  Care  was  originally  a 
hand  lotion. 

Talcum  powder  has  shown 
slow  growth  of  10  per  cent,  a 
reflection  of  the  trend  towards  the 
use  of  body  lotions  instead,  say 
AGB. 


Adult  or  baby  i 


Grocers  account  for  £1  in  every  £3 
spent  on  baby  skincare,  say  AGB, 
with  Sainsbury's  performing 
particularly  well  —  they  have 
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recently  added  a  mousse  range. 

The  baby  skincare  market  is 
worth  £20. 3m,  with  growth 
slower  than  for  toiletry  skincare 
due  to  the  movement  away  from 
baby  lotions  and  towards  wipes, 
say  AGB.  Another  reason  is  that 
the  facial  use  of  baby  products  is 
declining  as  consumers  switch  to 
"proper"  facial  products.  Despite 
this,  Johnson  &  Johnson,  who 
dominate  the  market  with  over  50 
per  cent  value  share,  also 
promote  their  products  for  adult 
usage.  Boots  have  also  launched 
' ' Baby  Too' ' ,  with  facial  products . 
AGB  say  this  is  primarily  a  range 
for  adults  which  is  suitable  for 
babies  too. 


Bathroom  toiletries  —  market  value 


Total  market  (t*,m^ 

705.2 

844.0 

+  20 

Deodorants 

134.0 

161.8 

+  21 

XXI                 »      T>  J 

Women  s  Bodysprays 

23.8 

31.8 

+  33 

1  /"Allot-  cmf\c 

i  ouei boaps 

A 

+  <± 

Bath  additives 

121.5 

154.5 

+  27 

Talcum  powder 

D4.U 

DV.O 

+  1U 

Toiletry  skincare 

140.5 

177.4 

+  26 

Baby  skincare 

17.8 

20.3 

+  13 

Sun  preparations 

77.0 

91.3 

+  18 

Shaving  preparations 

30.3 

33.9 

+  12 

Mens  hairdressing 

15.5 

18.6 

+  19 

12m/e 

N/D 
1989 

N/D 
1990 

PER  SORE  FOOT 


The  new  Carnation  Two-Facing  Shelf  Unit 
(CAR  717)  offers  you  all  this. 

HIGH  PROFITS     Available  throughout  March, 
April  and  May  at  the  Carnation  Deal  Price  of  £23.29 

•  Gives  at  least  36.4%  P.O.R.  (£13.34  per  unit). 

•  Maximum  profit  for  minimum  space. 

TOP  PRODUCTS     UK's  fastest  growing  Verruca 
Treatment  (GSL)  with  63%  distribution  through 
pharmacy. 


•UK's  leading  Corn  Cap  brand  with  97%  distributior 
through  pharmacy. 

QUALITY  UNIT     Prominent  display  gives  2-4 
times  more  sales  (Independent  Data  1991 ). 
•  Complete  with  education  cards,  leaflets  and  details 
of  exciting  competition  for  your  staff. 

STRONG  PROMOTION     Biggest  ever  press 
campaign  -  21.4  million  women  will  have  opportunity 
to  see  campaign  5  times  (April-Sept). 


: 


POSTBAG 


Are  we  being 
taken  for 
mugs? 

Regarding  the  attack  on  advice 
given  bv  pharmacists  in  the 
Newcastle  area  (C&D  March  2), 
I  would  like  to  make  some 
pertinent  comments. 

Firstly,  although  on  every 
occasion  I  recommend 
rehydration  oral  therapy  by  giving 
Rehidrat,  Dioralyte  or  Glucolyte, 
I  still  find  that  anyone  who  has 


given  their  children  these  sachets 
on  a  previous  occasion  retorts: 
"My  child  just  refuses  to  take  that 
—  have  you  ever  tasted  them?" 

So  I  did,  and  I  admit  it  must  be 
very  difficult  to  coax  a  child  to  take 
them.  No  matter  how  you  try  to 
disguise  that  underlying  salty 
taste  it's  still  there. 

Secondly,  on  a  more  political 
note,  it  is  all  very  well  for  the 
doctors  to  attack  the  advice  we 
give,  but  GPs  are  paid  for  giving 
advice:  we  give  it  free  of  charge! 

When  I  consult  my  solicitor  or 
accountant  I  expect  to  pay  for  that 
advice  It  is  all  very  well  to  enhance 
our  professional  standing  in  the 
community  but  if  GPs  want  to 


offload  the  mass  of  minor 
complaints  (which  take  up  a  fair 
proportion  of  their  valuable  line) 
then  why  shouldn't  the 
Government  pay  for  it?  If  the 
inference  is  that  we  should  be 
better  educated  in  health  matters 
then  why  should  we  do  this  in  our 
own  time  and  at  our  own  expense? 
Our  time  has  a  value  just  like  any 
other  professional's. 

The  introduction  of  the  "Ask 
your  pharmacist"  campaign, 
although  welcomed  by  many 
pharmacists,  is  in  my  opinion 
premature.  Of  course  the  thrust 
suits  the  Government:  it  is  getting 
professional  advice  handed  to  the 
public  for  free!  Now  it  would  like 


us  to  screen  the  public  for  high 
blood  cholesterol  levels.  So  we 
buy  a  cholesterol  monitoring 
device  at  over  £3,000  only  to  find 
that  a  similar  device  is  available  at 
£500  a  year  or  so  later.  We  also 
find,  even  by  purchasing  the 
cheaper  device,  that  capital 
recovery  could  take  years. 

So  why  not  give  us  a  grant  for 
our  continuing  education?  Why 
not  give  us  a  practice  allowance  for 
the  advice  we  hand  out?  Why  not 
give  us  a  grant  for  equipment 
required  for  screening?  Why  not 
give  us  financial  aid  in  making  part 
of  our  valuable  space  available  for 
patient  consultation?  It's  about 
time  we  woke  up  to  the  fact  that 
we  are  being  taken  for  mugs,  and 
demand  adequate  remuneration 
for  the  service  we  give  for  free! 


John  G.  Fleming 

Whitehead,  co  Antrim 

No  sense 
of  urgency 

May  I  inquire  of  Eli  Lilly,  via  your 
columns,  what  facilities  they 
operate  for  the  urgent  supply  of 
drugs  which  are  not  stocked  by  a 
local  wholesaler? 

An  attempt  to  obtain  two  by  20 
Vancocin  125mg  received  a 
delivery  time  quote  of  seven  to 
ten  days  from  my  wholesaler.  A 
phone  call  to  Lilly  asking  to  have  it 
posted  to  me  and  charged  via  my 
wholesaler  met  with  blank  refusal. 

Having  just  missed  Lilly's 
routine  delivery  to  my  wholesaler, 
the  company  could  only  offer  a 
delivery  time  of  14  days,  unless  I 
paid  a  surcharge  of  £20,  when 
they  could  do  it  in  seven  days 
(expensive  postage!).  This  offer 
being  unacceptable,  I  resorted  to 
the  local  hospital,  which  obliged 
within  two  hours. 


Arthur  Williams 

Wrexham 


Surprised... 

I  was  surprised  to  read  that 
Xrayser  paid  £4.35  for  Eusol 
solutions  A  and  B.  If  the  solutions 
are  prepared  in  the  dispensary  (by 
weighing  one  ingredient)  they  cost 
£0.18  each  for  very  little  effort  and 
the  patient  does  not  have  to  wait  a 
day  for  the  prescription. 

I  presume  that  Xrayser  does 
not  use  the  description 
"dispensing  chemist"  over  the 
pharmacy. 


Mike  Hadley 

Bewdley,  Worcs. 
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CARNATION 

VERRUCA 
C  TREATMENT 


A  COMPLETE  SIMPLE  T 


Verruca  and  corn 
reatments  that  work 

CARNATION 


ensive  promotion  to  professionals  -  district, 
ice  and  school  nurses. 

tional  Leisure  Centre  Poster  Campaign. 

rnation  have  provided  proven  and  trusted 
are  treatment  for  millions  ot  users  for  over  60 

order  your  display  unit  and  for  more 
|mation  contact  your  wholesaler  or  local 
|>  Representative. 


^  *  >  9s* 
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CARNATION 

Complete  care  for  your  feet 

Cuxson  Gerrard  &  Co  (Dressings)  Ltd. 
Oldbury,  Warley,  West  Midlands  Br>s)  ^BB. 


ADVERTISEMENT  FEATURE 
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For  many  years  health  and  diet  have  been 
high  on  everyone's  list  of  priorities.  Open 
any  magazine  and  we  are  told  about  new 
concerns,  new  findings  and  new  products, 
all  of  which  are  aimed  at  improving  our 
health  and  general  well-being. 

As  a  pharmacist,  you  will  be  more  aware 
than  most  people  of  all  the  so-called  experts 
with  their  "cures"  and  "panaceas".  And  at 
times  their  numbers  can  be  overwhelming 
—  not  just  for  you,  but  also  for  the  public. 

You  know  as  well  as  we  do  that  there  is 
no  such  thing  as  a  "cure-all" .  Yet  the 
consumer  is  subjected  almost  daily  to  claims 
for  "new"  and  "rediscovered"  products 
that  are  largely  unproven.  And  all  this  hype 
means  that  they  are  not  actually  looking 
after  themselves,  or  their  families,  as  well 
as  they  could  be.  In  fact,  they  are  becoming 
increasingly  confused  about  what  they 
should  do  and  and  why  they  should  do  it. 

Vitamins  and  minerals 

There  is  no  doubt  that  vitamins  and 
minerals  are  essential  to  life.  But  poor 
diets,  busy  lives  and  illness  all  take  their  toll 
on  how  many  vitamins  and  minerals  we 
actually  get  and  how  hard  they  work  for  us. 

Roche  is  the  world's  leading  authority 
on  vitamins  and  minerals.  Roche  does  not 
just  make  products  like  Supradyn,  Redoxon 
and  Berocca.  It  is  actually  the  largest 
manufacturer  of  vitamins,  as  well  as  being 
the  leading  researcher  into  these  nutrients, 
and  as  such  has  an  unrivalled  knowledge  and 
expertise. 

Because  of  this,  and  a  concern  over  the 
sometimes  conflicting  and  often  confusing 
information  available,  Roche  have  set  up 
The  Vitamin  Counsel. 

The  Vitamin  Counsel 

This  is  a  new  consumer  advisory  body 
whose  intention  is  to  give  people  the  facts 
about  vitamins,  minerals  and  health.  Using 
Roche's  expertise,  The  Vitamin  Counsel  is 
trying  to  cut  through  the  mystery  and  offer 
real,  objective  help  and  advice  on  these 
essential  elements  —  what  they  are,  where 
they  come  from  and  why  we  need  them. 

This  information  is  given  through  a 
comprehensive  advertising  campaign  in 
consumer  magazines.  The  advertising, 
which  will  continue  throughout  the  year, 
supports  the  Supradyn,  Supradyn  for 
Children,  Redoxon  and  Berocca  brands. 

Information  is  also  given  in  The  Vitamin 
Counsel's  detailed  and  thought  provoking 
booklet  "All  about  Vitamins  and  Minerals" 
which  is  freely  available  to  the  public  on 
request.  And  of  course  it  offers  practical 
help  through  Roche's  highly  respected 
vitamin  and  mineral  supplementary 
products. 

Furthermore,  The  Vitamin  Counsel  is 
constantly  improving  and  updating  its 


taking 
vitamins  and 


Honestly,  km  y< 

you  say  you  an 


edrctable'    1  Roche 
inefalj  do    :  The  Vitamin 
lo-ated    i  Counsel 


■nor.  Uavou-dn, 


it-u 't  ',L|.vo..-.J  i  .•  !>>  ■  L-i-fjin,;  ihc  ..-i 
turning  and  you'tv  bird)  go'  the.  OOmph  '< 


Til  e  ii  frsm  u-..  Th'.'  Vitamin 
MUHfl,  that  Monday  morning 
elmg  nan  happen  at  an,  time  and 


Roche 
The  Vitamin 
Counsel 


and  you've  got  t  iparMing  ti 


8  vfemlM,  to  help  boo 
bodyi  e.er  dwmdtinf  I 


geatof  enough  vitamin  6  Put  -imply  i 


,u  at  The  Vitamin  Counsel. 
WC  arc.  alter  all.  set  up  by  Roche. 


So  n'your  supply  II  lading,  you  can 

Mptct  to  feel  IjcHuslrc.  lackada.i.cal  and  world  leader  m  viian 

probably  one  or  two  other  'lack;  besides,  hall  a  century 

Of  course,  yoj  stiouid  "    j^r.j  j.l  ih-?ie  So  il  you  want 

important  6  vitamins  at  mealtime,  in  food'.  about  your  or  /our  I 

Bui  unfortunately,  carefully  balanced  dieis  or  call  ut  onCe"8  <0O  Jrt  any 
and  Busy  working  day*,  don't  uiually  go  hand  Meanwhile,  give  Berocca 


Thursday,  and  it's 
that  Monday  mor  ning  feeling  again. 


defences,  it  alio  1'ds  the  growth  ard  repair  of  fiddh  wd         a  lei  ofwww 
every  ceil  rn  )>aur  body.  Of  course,  the  ideal  way  to  get  -l!  you  n 

Healths  i"«ic<  muscles,  skn.  teeth  gums,  a  it-l:  ir.,ig.j3.J  hejlthv-diei  Eut  to  ma',  e  jbiolij 

you  name  n  all  owe  a  good  deal  ic  'A-cort»c  suro./rtaiThcVita-nrrtCoumcliuggcP^utoi; 

Sadly  though. -h-le  v,tam,n  c     |        Roche        J  of Yonm C In the  UK). 
«  good  far  life,  life  isn't  so  good      i  The  Vitamin  !  "         J"«r  *  help  prom 

forVitamin  C.  Counsel       j  the  body-  all-round  fitness 

Your  natural  supplies  found  h      1  —  '  And  that's  noi  all  we  tan 

things  like  fruit,  lealy  vegetables  (and  e.en  you  about  this  valuable  vitamin.  r>or.  for  i: 


mystery  out  of 
minerals 


What  if  he  didn' t  like  his  greens? 


Popeye  without  his  spinach?-  Unthinkable 
Highly  hkely  though. 

In  his  early  years  he  probably  couldn't 
stand  the  stuff 

Just  like  most  kids,  they're  more 
interested  in  weird  shaped  snacks  than 
square  shaped  meals. 

|   

No  wonder  so  many  parents  Roche 

turn  to  multivitamins  to  make         The  Vitamin 

i   children  get  the  Counsel 

nutrients  they  need 


But  most  children's  multivitamins  aren't 
as  'multi'as  they  could  be 

Important  B  numbers,  B1.  B2,  BS  and  B12 
for  example,  are  often  most  notable  by 
their  absence. 

Yet  they're  essential  to  promote  normal 
growth,  aid  digestion  and  maintain  a  healthy 
nervous  system 

tqually  important,  vitamin  B  helps  turn 
food  into  energy  And  we  all  know  how 
much  kids  need  that! 

The  Vitamin  Counsel's  answer  is  Supradyn 


for  Children  Each  tablet  contains  no  less 
than  10  vital  vitamins  from  A  to  E,  carefully 
measured  in  the  correct  daily  amounts. 

Not  only  that,  they're  chewable  and 
they're  flavoured  and  shaped  like  stawbemes. 
So  one  a  day  is  every  bit  as  much  fun  as.  say, 
a  candy  shrimp. 

Of  course,  we're  not  going 
to  suggest  for  a  moment  that  a 
daily  tablet  is  any  substitute  for 
a  well  balanced  diet. 
When  something  is  left  on  the  side  of 
the  plate  however,  at  least  you  won't  be  left 
worrying  about  it 

But  in  case  you  do  have  any  nagging 
doubts  about  your  children's  <Roche> 
eating  habits,  write  to  us  for  our  free  booklet 
or  call  us  on  0898  100  368,  anytime 

The  Vitamin  Counsel  has  flj^j^M 


been  set  up  by  Roche,  the  world 
leader  in  vitamin  research,  for 
all  your  little  Popeyes. 

Not  to  mention  Olive  Oyls.  ™ 


service  to  the  public  by  asking  people  what 
they  want  to  know  and  how  it  can  help  them 
further. 

Success  to  date 

Since  its  launch  in  September,  The  Vitamin 
Counsel  has  seen  a  massive  and 
encouraging  response. 

■  Nearly  4,000  booklets  have  been 
requested. 

■  Over  2,000  people  have  asked  for 
additional  advice  and  help. 

■  Excellent  PR  support  has  been  received 
from  health  magazines,  women's  press  and 
national  newspapers. 

The  interest  in  The  Vitamin  Counsel  and 
what  it  has  to  say  has  also  resulted  in  a 
terrific  interest  in  Roche's  supplements. 


Roche 
• 

The  Vitamin 
Counsel 

Involving  you... 

While  The  Vitamin  Counsel's  primary  aim  is 
to  help  the  public,  the  potential  benefits  to 
you  are  enormous  —  and  not  only  in  terms 
of  sales. 


You  can  help  and  advise  your  customers 
further  with  the  aid  of  the  "All  about 
Vitamins  and  Minerals"  booklet.  Write  to 
the  address  below  and  you  will  be  sent  a 
free  copy. 

And  Roche  are  running  a  series  of 
"Focus  on  Pharmacy"  training 
programmes  on  vitamin  and  mineral 
supplements  for  pharmacy  staff. 

If  you  would  like  information  about  this, 
any  of  Roche's  supplement  products,  or 
The  Vitamin  Counsel  pharmacist  support 
material,  call  Tim  Hely  Hammond  at  Roche 
on  0707  328128  ext  2878. 

Roche.  The  Vitamin  Counsel.  Ref  CD. 
PO  Box  92.  VVelwvn  Garden  City, 
Herts  A.L7  1BT.  /C~T\ 

<  Roche > 


Society  seeks 
training  input 


RPSGB  COUNCIL 


The  Royal  Pharmaceutical 
Society's  Council  agreed  at  this 
month's  meeting  that  the  Society 
should  become  involved  in  the 
approval  of  training  courses  and 
qualifications  for  pharmacy 
support  staff  and  that  pharmacy 
employers  should  be  encouraged 
to  provide  in-service  training  for 
support  staff. 

Council  also  agreed  to 
consider  a  policy  that  all 
dispensing  of  medicines  in 
community  and  hospital 
pharmacies  and  dispensing 
doctors'  practices  should  be 
carried  out  by  support  staff 
relevantly  qualified  at  least  to  level 
two  in  the  national  framework  of 
vocational  qualifications. 

The  decisions  arose  after  the 
Education  Committee  considered 
the  report  of  the  working  party  on 
the  education  and  training  of 
pharmacy  support  staff. 

Council  accepted  it  should 
consider  support  staff  qualification 
on  the  basis  of  training  needs 
(expressed  as  competences, 
performance  criteria,  knowledge 
and  skills)  and  agreed  to  adopt  a 
document  drawn  up  by  the 
working  party  setting  out  the 
training  needs  for  different 
categories  ie,  medicines  counter 
assistants,  dispensing  assistants 
in  community  pharmacy  and 
hospital  pharmacy  technicians. 

Council  agreed  to  consider  the 
various  qualifications  and  discuss 
them  with  the  awarding  bodies. 
One  aim  would  be  to  approve  each 
qualification,  following 
amendment  if  necessary,  fulfilling 
the  Society's  criteria  for  training 
needs.  Further  aims  would  be  to 
encourage  the  recognition  of 
modules  in  other  qualifications 
which  met  relevant  training 
needs,  and  to  encourage 
arrangements  for  progression 
from  one  qualification  to  the  next. 


Council  agreed  to  adopt 
criteria  recommended  by  the 
working  party  for  the  assessment 
procedures  of  acceptable 
qualifications.  The  awarding  body 
would  have  to  demonstrate  that 
its  assessment  procedures  were 
objective,  satisfactory  for  the 
qualification  concerned,  valid  and 
reliable.  Each  qualification  would 
require  a  defined  knowledge  base 
and  the  assessment  procedure 
would  have  to  demonstrate  that 
adequate  standards  of  knowledge 
and  understanding  had  been 
attained.  Assessment  would 
normally  involve  written  or  oral 
questioning  techniques.  The 
required  skills  performance  would 
have  to  be  demonstrated  and 
assessed  in  the  workplace  or 
under  conditions  as  close  as 
possible  to  those  under  which 
they  would  normally  be  practised. 

It  was  agreed  that  the  Council 
should  emphasise  to  the  Society's 
membership  and  to  the 
employers'  organisations  that 
employers  should  accept 
responsibility  for  providing  the 
necessary  in-service  training,  as 
an  essential  prerequisite  to  the 
proper  development  of  support 
staff  training  and  education. 

Before  the  Society  sought  to 
accredit  qualifications,  Council 
would  consult  other  national 
pharmacy  organisations  on  the 
criteria  to  be  adopted  forjudging 
that  assessment  procedures  were 
objective,  appropriate,  valid  and 
reliable. 

The  move  was  welcomed  this 
week  by  two  multiples  who  run 
their  own  training  schemes  for 
pharmacy  assistants.  Boots  were 
"very  supportive"  of  the 
Society's  involvement  and  agreed 
with  the  working  party's 
recommendations . 

Peter  Harvey,  assistant 
managing  director,  E.  Moss  Ltd, 


v  A  lightly  fragranced  formula 
with  the  strength  of  coal  tar. 
v  Does  not  stain  the  skin, 
clothes  or  bath. 
4  Leaves  the  hair  shiny  and 
easy  to  manage. 


The  effective  scalp  treatment  in  a  cosmetic  shampoo. 


told  C&D  it  was  "absolutely 
right"  that  the  Society  should  be 
involved  in  support  staff  training  if 
pharmacy  was  to  achieve 
credibility  in  the  community.  Most 
multiples  already  ran  structured 
programmes  and  he  believed  the 
Society  should  take  the  lead  in 
providing  a  basis  for 
independents. 

The  National  Pharmaceutical 
Association  said  it  would  support 
any  moves  that  encouraged  staff 
training. 


Concern  over  NHS  appeals 


Council  agreed  that  an  urgent 
letter  should  be  sent  to  the 
Department  of  Health  expressing 
concern  about  the  composition  of 
the  committees  under  the  NHS 
appeal  procedure.  The  planned 
procedure  will  exclude  from 
membership  any  people  providing 
general  medical  or  pharmaceutical 
services.  It  was  felt  that  practising 
community  pharmacists  should  be 
included  to  offer  suitable 
expertise,  provided  they  did  not 
have  any  personal  or  financial 
involvement.  It  was  also  felt 
necessary  to  ensure  that  when  the 
appeal  committee  was  discussing 
rural  dispensing  cases  there  was 
an  equal  medical  and 
pharmaceutical  representation. 
Smaller  certificates  Council  has 
agreed  to  reintroduce  a  smaller 
size  registration  certificate, 
subject  to  satisfactory 
investigation  of  the  costs.  No 
pharmacist  would  be  able  to 
possess  more  than  one  certificate 
and  a  fee  would  be  charged  for 
replacing  standard  certificates. 
Generic  substitution  The  secretary 
and  registrar,  John  Ferguson, 
reported  that  the  EC  pharmacy 
group  committee  was  on  March 
13  to  discuss  guidelines  for 
ensuring  the  "transparency"  of 
measures  aimed  at  controlling  the 
price  of  medicines  for  human  use 
in  member  states.  Some  states 
allowed  pharmacists,  with  the 
patient's  consent,  to  substitute  an 
unbranded  medicine  when  a 
branded  one  was  ordered. 
Council's  policy  was  that  it  would 
not  promote  generic  substitution 
but  if  it  were  to  be  imposed, 
pharmacists  should  have  all  the 
information  necessary  to  make 
decisions. 

The  European  Commission 
had  raised  the  question  of  whether 
there  should  be  some 
standardisation  of  pack  sizes 
throughout  the  Community. 
Council  agreed  to  support  that 
proposal. 

Study  leave  Council  accepted  the 
view  of  the  Hospital  Pharmacists 
Group  Committee  that  hospital 
pharmacists  should  be  entitled  to 
an  average  of  1 0  days '  study  leave 
each  year,  bringing  them  into  line 
with  the  medical  profession. 
Council  agreed  to  inform  the 


management  side  of  the 
pharmaceutical  Whitley  Council 
that  the  Society  believed 
pharmacists  should  be  entitled  to 
a  minimum  30  days'  leave  over 
three  years  for  continuing 
education. 

Hospital  group  extended  Council 
agreed  to  broaden  the  entry 
requirements  for  membership  of 
the  Society's  Hospital 
Pharmacists  Group  to  include 
pharmacists  seconded  from 
community  pharmacy  to  provide  a 
service  in  a  private  hospital,  those 
acting  as  consultants  to  health 
authorities,  health  boards,  NHS 
trusts,  private  hospitals  or  family 
health  services  authorities,  prison 
service  pharmacists  and  others 
whose  work  is  significantly 
concerned  with  hospital  matters. 
Changing  POM  to  P  The  Medicines 
Control  Agency  has  agreed  to  a 
further  meeting  with 
representatives  of  the  Society  to 
discuss  mechanisms  for  changing 
the  status  of  prescription-only 
medicines  to  pharmacy  sale. 
Storage  requirements  The  Science 
Committee  reviewed  documents 
setting  out  draft  monographs  for 
inclusion  in  the  third  edition  of  the 
International  Pharmacopoeia. 
Members  welcomed  proposals  for 
storage  of  ophthalmic  products 
and  suppositories  at  a 
temperature  not  exceeding  25 
degrees,  unless  otherwise 
indicated  on  the  label,  instead  of 
below  15  degrees. 
Pharmacy  of  the  year  Council  agreed 
not  to  object  to  a  proposal  from  a 
symbol  trading  group  to  launch  a 
"pharmacy/pharmacist  of  the 
year"  competition,  provided  that 
it  would  be  promoted  solely 
among  the  group's  members  and 
that  the  only  publicity  would  be  in 
the  group's  internal  newsletter. 
Practice  research  The  Society  is  to 
invite  the  Department  of  Health 
and  the  College  of  Pharmacy 
Practice  to  join  a  group  to  make 
recommendations  on  pharmacy 
practice  research  strategy. 
Indemnity  insurance  The  maximum 
cover  under  the  professional 
indemnity  insurance  scheme  for 
hospital  pharmacists  is  to  be 
increased  from  £500,000  to 
£750,000.  The  annual  premium 
will  rise  from  £33.50  to  £40. 
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Discharge 
hypnotics 

One  explanation  for  the 
widespread  use  of  benzo- 
diazepines is  that  they  are 
prescribed  for  patients  to  help 
them  sleep  during  admission  to 
hospital  and  their  use  continues 
after  discharge. 

A  survey  of  patients  admitted 
to  medical,  surgical  and 
gynaecological  wards  has  found 
that  20  per  cent  are  given 
hypnotics  —  largely  temazepam 
or  chlormethiazole  —  although 
only  6  per  cent  were  taking  them 
before  admission.  However,  only 
1.6  per  cent  of  patients  were 
prescribed  hypnotics  at  discharge 
and  at  follow-up  four  to  eight 
weeks  later  their  use  had  returned 
to  baseline  levels.  Hospital 
prescribing  seems  to  have  little 
effect  on  the  use  of  hypnotics  in 
the  community. 

British  Journal  o)  Clinical 
Pharmacology  1991  ;31:190-2 


Cyclosporin 

Cyclosporin  clears  severe 
psoriasis  refractory  to  other 
treatments  but  dose  schedules 
have  been  largely  developed 
based  on  small  studies.  A 
comparative  trial  of  three  doses  of 
3,  5  and  7.5  mg/kg/day  has 
established  an  oral  dose-response 
relationship  for  effii  ai  \  ami 
toxicity. 

A  total  of  85  patients  with 
severe  plaque  psoriasis  received 
cyclosporin  or  placebo  lor  eight 
weeks,  after  which  the  dose  could 
be  increased  or  reduced  according 
to  blood  levels,  clinical  response 
and  adverse  effects.  The  clinical 
response  was  dose-dependent:  at 
eight  weeks,  36,  65  and  80  per 
cent  of  patients  given  3,  5  and  7.5 
mg/kg/day  were  judged  clear  or 
almost  clear  of  symptoms.  The 
dose  was  increased  due  to  lack  of 
effect  in  65  per  cent,  26  per  cent 
and  15  per  cent  of  the  groups 
respectively. 

Overall,  5  mg/kg/day  was 
judged  to  be  the  optimal  initial 
dose,  providing  the  best  balance 
between  a<  ute  risk  and  benefil . 
New  England  Journal  i>l  Medicine 
19324:2  77:84 


Predicting  extrapyramidal 
reactions 


Individual  susceptibility  is  the 
most  important  factor  in 
predicting  the  occurrence  of  acute 
extrapyramidal  reactions  to 
neuroleptic  drugs,  according  to  a 
recent  study. 

A  total  of  32  out  of  62  patients 
(58  per  cent)  developed  dystonia, 
parkinsonism  or  akathisia  within 
three  weeks  of  treatment  with 
neuroleptics.  During  a  second 
course  one  year  later,  54  per  cent 
developed  similar  symptoms.  Of 
these,  88  per  cent  had 
experienced  extrapyramidal 
effects  during  the  first  course. 
Patients  developing  one  type  of 
reaction  were  more  likely  to 


experience  the  same  symptoms 
again.  Of  those  free  of  effects  after 
the  second  course,  79  per  cent 
had  not  developed  symptoms 
during  the  first  course. 

Instances  when  previous 
experience  failed  to  predict  the 
onset  of  extrapyramidal  effects 
could  be  attributed  to  changes  in 
the  dose  of  neuroleptic  and 
prophylactic  anticholinergic 
agents.  Other  potential  predictive 
factors,  including  age,  sex, 
potency  of  neuroleptic  and  use  of 
anticholinergic  prophylaxis,  were 
not  significant. 

American  Journal  oj  Psychiatry 
1991;148:85-9 


QALYs  and  erythropoietin 


The  availability  of  erythropoietin  is 
limited  by  its  cost.  A  year's 
treatment  costs  approximately 
£5,000  and  some  cash-limited 
health  authorities  have  been 
forced  to  ask  (IPs  to  prescribe  it. 
There  is  no  doubt  that 
erythropoietin  improves  the 
quality  of  life  for  people  with 
anaemia  due  to  renal  dialysis.  A 
recent  Canadian  study 
demonstrated  significant 
improvement  in  fatigue,  strength, 
mood  and  exercise  tolerance  at  a 
relatively  small  cost  in  safety. 

Now,  health  economists  have 
calculated  the  cost-effectiveness 
of  erythropoietin,  comparing  the 
cost  of  each  quality-adjusted  life- 
year  (OALY)  gained  through 
treatmen!  with  the  cost  perQALY 
of  alternative  interventions. 


Erythropoietin  improves  the 
quality  of  life  of  renal  dialysis 
patients  by  2-5.2  per  cent  of  a 
QALY.  The  cost  of  one  QALY  is 
therefore  £100,000-£250,000  (at 
1988  prices).  The  cost  per  QALY 
saved  with  renal  transplant  is 
VI, 700  and  with  haemodialysis, 
VI  1,000. 

Erythropoietin  seems 
relatively  expensive  because  it 
largely  improves  the  quality  of  life 
without  adding  years  to  life:  if  a  10 
per  cent  increase  in  life 
expectancy  is  assumed,  the  cost 
per  QALY  falls  to  £53,800. 
I  (owever,  economists  argue  that 
it  should  be  considered  more 
favourably  exactly  because  it 
improves  quality  of  life. 
British  Medical  Journal  l990;3OO- 
:573-8&  1991;302:434-5. 


Sedation  and  night  pain 


Pain  is  the  commonest  symptom 
of  arthritis  and  the  reason  why 
most  people  affected  consult  their 
GP.  Yet  pain  control  is  often 
suboptimal  and  night  pain  is  a 
frequenl  problem. 

A  survey  of  more  than  100 
patients  attending  a  rheumatology 
•  lini(  has  now  shown  that  many 
are  using  benzodiazepines  to 
overcome  insomnia  due  to  night 
pain.  Some  29  per  cent  had  been 


taking  benzodiazepines  —  mostly 
nitrazepam  and  temazepam  —  for 
an  average  of  four  years:  these 
patients  tended  to  be  older 
women.  Night  pain  and  severe 
pain  were  more  common  in  users; 
more  took  codeine  and 
propoxyphene  for  analgesia  but 
fewer  took  NSAIDs.  Most  wished 
to  discontinue  benzodiazepines. 
Journal  of  the  Royal  Society  of  Medicine 
1991;84:73-5 


Single-dose 
antibiotics 

Uncomplicated  urinary  tract 
infections  in  women  are  often 
treated  with  a  single  dose  of 
antibiotic.  Many  small-scale 
studies  have  demonstrated  that  a 
single-dose  regime  is  as  effective 
as  a  longer  course,  but  they  may 
lack  adequate  statistical  power. 

A  meta-analysis  of  25 
randomised  trials  comparing 
single-  and  multiple-dose  regimes 
has  shown  that  the  bacteriological 
cure  rate  was  significantly  lower  at 
three  to  14  days  post-treatment 
after  single-dose  regimes.  At 
follow-up  after  four  to  six  weeks, 
cure  rates  were  still  lower. 
However,  there  is  some  evidence 
to  show  that,  by  contrast  with 
amoxycillin,  cefaclor  and 
cefadroxil,  cotrimoxazole  is 
equally  effective  in  the  short  term 
whether  given  in  single  or  multiple 
doses. 

Adverse  reactions,  including 
vaginitis  and  discharge,  are  less 
common  after  single  doses  of 
antibiotics.  By  contrast,  adverse 
GI  effects  are  equally  common. 
Multiple  dose  regimes  of 
cotrimoxazole  cause  rashes  in  12 
per  cent  of  patients,  compared 
with  2  per  cent  after  single  doses . 

The  authors  conclude  that 
short  courses  of  antibiotics  of  two 
to  three  days  deserve  further 
research.  Single-dose  regimes 
may  be  appropriate  for 
cotrimoxazole  but  with  beta- 
lactams  compare  poorly. 
Quarterly  Journal  of  Medicine 
1991;78:43-57 


Research  I  Hgest  is  a  regular  series 
iv>  it  ten  by  drug  information 
specialist  Steve  Chaplin 
MRPharmS,  looking  at  current 
developments  in  medicine. 
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Making  it  against  the  odds 

A  small  pharmacy  in  a  poor  position  may  look  unpromising  material,  but  by  cutting  your  coat  to  suit  the  cloth  there  can 
still  be  opportunities  for  growth,  believes  business  consultant  John  Kerry 


Build  a  5,000  sq  ft  retail  pharmacy  on  the 
upper  slopes  of  the  Himalayas  and  one  day  a 
patient  will  walk  in  with  an  NHS  script.  Open 
a  250  square  footer  in  a  busy  high  street 
between  two  doctor  health  centres  and  one 
could  soon  retire  to  the  West  Indies. 

There  is  no  point  having  acres  of  selling 
space  without  customers  to  walk  around 
them,  and  it's  simple  to  prove  that  position  is 
always  more  important  than  size. 

When,  like  Miss  H,  you  have  a  small  shop 
of  under  300  sq  ft  in  a  quiet  six-strong  out  of 
town  precinct  a  quarter  of  a  mile  or  more  from 
the  surgery,  four  customers  represent  a 
siege. 

The  former  owner  made  a  modest  living, 
running  a  tight  ship  with  a  low  turnover 
producing  a  net  profit  of  around  14  per  cent. 
However,  this  has  been  falling  every  year  as 
sales  fail  to  keep  up  with  rising  costs. 

Miss  H  purchased  a  severely  run  down 
pharmacy  knowing  that  sensible  investment, 
hard  work  and  service  would  bring  the 
business  back  from  the  £80,000  a  year  sales 
trough  it  was  in  at  the  end  of  1987. 

A  utility  refit,  extended  opening  hours  and 
regular  advertising  of  special  offers  in  the  local 
free  sheet  have  helped  to  elevate  sales.  It  is 
quite  clear  that  the  main  reasons  for  the 
improved  business  have  been  the  friendly 
efficient  services  Miss  H  introduced,  together 
with  good  levels  of  stock  in  the  dispensary  and 
plenty  of  choice  and  novelty  in  the  front  shop. 

Deceptive  appearances 

There  are  plenty  of  shabby,  inefficient,  poorly 
stocked  retail  pharmacies  in  the  UK  offering 
a  bare  minimum  of  service  who  are  doing  very 
nicely  because  of  their  position  and  in  spite  of 
themselves. 

Against  the  odds  Miss  H  has  taken  the 
turnover  from  £80,000  in  1987  to  £140,000  in 
1990.  In  spite  of  a  75  per  cent  increase  in  three 
years  and  even  a  commendable  17  per  cent  in 
1989-90  over  1988-89,  net  profit  has  dropped 
from  15.5  percent  (£12,400)  in  1987  to  11.5 
percent  (£16,000)  in  1990.  The  main  reasons 
for  the  fall  in  percentage  net  profits  are  stock 
increases,  price  competitiveness  and 
increased  costs  due  to  improvements  and 
advertising. 

At  this  stage  Miss  H  is  concerned  that  her 
early  efforts  to  build  the  business  have  run  out 
of  steam  and  that  the  true  potential  of  the 
pharmacy  is  a  long  way  from  realisation.  What 
should  she  now  do  to  beef  up  both  the 
dispensing  and  retail  turnover? 

Realistic  turnover 

It  would  be  fair  to  say  that  a  shop  of  this  size 
in  this  location  has  little  chance  of  being  a  big 
turnover  business.  If  it  was  achieving  its  true 
potential  today  it  should  perhaps  be  taking 
£200,000  split  £124,000  NHS,  £76,000  retail. 

The  business  should  aim  for  an  improved 
net  profit.  It  is  after  all  inexpensive  to  run  and 
does  not  have  to  trade  on  cut-prices. 

Situated  in  the  middle  of  a  large  residential 
area,  Miss  H's  pharmacy  can  claim  to  be 
convenient.  In  terms  of  NHS  business  it  is  a 


straight  decision  between  her  shop  and 
another  even  further  away  from  the  surgeries. 
The  latter,  however,  has  not  been 
handicapped  by  a  previous  proprietor's  40 
years  of  indifference. 

The  highly  mobile  population  in  the 
immediate  catchment  area  are  purchasing 
their  toiletries  either  from  the  usual  town 
centre  multiples  still  only  three  miles  away,  or 
the  sattelite  one-stop  stores  which  are  closer 
still.  As  tough  as  this  mouse  is,  it  cannot  hope 
to  worry  this  mature  pride  of  lions. 

The  strengths  of  the  business  can  be 
summarised  as  its  location  in  a  residential  area, 
the  level  of  service  and  opening  hours. 

Weaknesses  include  visibility  (it  is 
concealed  from  the  road  by  a  grass  bank  and 
hedge),  its  distance  from  the  surgeries  and  the 
bad  service  image  established  by  the  previous 
owner. 

The  main  opportunities  for  improvement 
are  firstly  NHS  growth  —  by  recapturmg  lost 
patients  and  secondly  retail  growth 
informing  the  reluctant  population  that  the 
shop  is  worth  patronising. 

Recommendations 

Patients  generally  bring  scripts  to  the  most 
convenient  pharmacy  to  be  filled  unless,  as  in 
this  case,  they  have  been  frightened  away  by 
poor  personal  service,  inadequate  stocks  and 
a  tacky  unprofessional  environment.  These 
reluctant  patients  need  to  be  persuaded  to 
give  Miss  H's  pharmacy  another  chance.  But 
while  the  tactics  employed  have  already  paid 
off,  what  more  can  be  done? 
□  A  leaflet  distribution  to  the  homes  in  the 
large  catchment  area  is  certainly  worth 
considering.  The  one  produced  by  the  NPA  is 
ideal  for  the  purpose  and  allows  for 
customisation.  The  first  distribution  should  be 


repeated  in  six  months  time  and  then  at 
regular  intervals.  Local  surgeries  (GP  and 
dental)  should  also  be  asked  to  make  leaflets 
available  to  patients. 

□  The  shop  is  so  well  hidden  that  two 
remedies  are  proposed: 

a  An  illuminated  green  cross  sign  positioned  so 
that  it  can  be  seen  from  the  road, 
b  A  simple  map,  showing  the  location  of  the 
pharmacy,  inserted  into  the  leaflet. 

□  It  could  also  be  worth  introducing  a  PMR 
system  with  a  record  card  for  each  patient,  to 
take  duplicate  labels. 

□  Institute  a  patient  counselling  point. 


Front  of  shop 


It  is  generally  believed  that  more  cash  in  the 
till  will  come  from  increased  customer  traffic 
flow  providing  that  the  shop  has  good  stock 
levels,  a  good  choice,  reasonable  prices, 
friendly  helpful  service  and  provides  a  pleasant 
environment.  Miss  H  has  established  this 
already;  all  that  remains  is  a  communications 
problem. 

A  few  deep  cut-price  promotions  each 
month  are  better  in  this  instance  than  an 
overall  "never  knowingly  under-sold"  policy. 
It  is  not  necessary  to  sell  everything  cheaply 
from  a  local  shop,  but  promotions  are  a  vehicle 
to  attract  attention. 

Advertising  these  offers  should  be 
continuous.  Currently  they  appear  in  the  local 
free  sheet  and  there  is  no  reason  why  this 
should  be  changed.  With  the  proposed  door- 
to-door  distribution  of  NPA  leaflets,  it  is  worth 
experimenting  with  a  leaflet  advertising  the 
promotions.  This  could  also  incorporate  the 
map. 

Symbol  groups  provide  structured  help  for 
independents,  with  monthly  promotions. 
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The  limited  floorspace  gives  little  opportunity  in  terms  of  shelf  layout .  However,  more  logical 
positioning  of  the  various  sections  and  the  expansion  of  the  babycare  area  are  recommended 
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advertisement  bromides,  leaflets,  own  label 
products,  shelf  barkers  and  posters.  This  is  a 
shop  which  would  benefit  from  this  kind  of 
help,  particularly  the  printed  materials. 

The  shop  already  stocks  non-traditional 
lines  such  as  children's  toys,  alcoholic  drinks, 
jewellery  and  gifts.  These  are  doing  well  it  is 
claimed,  but  there  is  no  management 
information  to  substantiate  this.  In  such  a  small 
shop,  space  has  to  work  hard  and  the 


profitability  of  these  lines  should  be 
monitored. 

Babycare  occupies  very  little  space  and 
this  could  be  increased  to  take  in  a  range  of 
quality  baby's  (not  children's)  toys  and 
sundries.  These  are  good  pick-up  lines  for 
grandparents  as  well  as  parents. 

Customer  traffic  and  visibility  is  a  problem 
for  all  of  the  shops  in  this  precinct,  so  it  would 
be  worthwhile  proposing  a  co-operative 


marketing  ettort.  A  door-to-door  leaflet 
distribution  for  all  six  would  bring  cost  savings 
and  benefit  all  of  them. 

Clearly  if  this  pharmacy  was  adjacent  to  a 
surgery  with  retail  premises  nearby,  the 
prescription  business  would  be  more 
substantial.  Miss  11  declared  that  she  had  no 
intention  of  moving  but  the  proposal  should  not 
be  dismissed  out  of  hand  even  bearing  in  mind 
the  complications  of  a  minor  relocation. 
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There  is  scope  to  enlarge  the  sales  area,  but 
this  should  be  considered  as  a  long  term 
proposal,  when  the  business  has  improved  and 
money  is  available.  It  is  not  necessary  at  the 
moment. 

Efforts  should  be  made  by  Miss  H  and  her 
fellow  shopkeepers  to  lower  or  remove  the 
barrier  between  this  parade  and  traffic  on  the 
road.  It  serves  no  useful  purpose  and  its 
removal  would  improve  visibility  and 
encourage  passing  trade. 

Nothing  adventurous  is  recommended  for 
this  business.  Miss  1 1  has  to  acknowledge  that 
it  is  a  small  shop  in  a  poor  trading  position. 
There  is  scope  for  improvement  and  growth 
and  much  of  this  has  been  realised  already  by 
the  proprietor's  efforts.  The  rapid  growth  as 
experienced  in  the  last  three  years  will  not  be 
repeated  over  the  next  three. 

Miss  H  puts  to  shame  those  retail 
pharmacists  who  fail  to  reach  even  60  per  cent 
of  their  turnover  potential.  She  will  develop 
this  into  an  efficient  and  profitable  pharmacy, 
although  it  will  never  be  a  great  business 
unless  local  circumstances  become  more 
favourable. 


PROPOSID  Nf  W  IAY0UI     NEW  CONSTRUCTIONAL  WORK 

•  STORE  CONVERTED  TO  SELLINC  SPACE 

•  NEW  STORE  BUM  T  IN  YARD 

•  NEW  HTIINCS 


(  onstructinga  new  stockroom  in  the  backyard  would  allow  foi  mi  enlarged 
sales  floo)  and  an  increase  in  shelj  space 


I  explained  profit  to  mum  today.. 


_J  all  she 
understood 
J      was  that 

(~~\  TENDERCARE 

L      had  something 
to  do  with  it" 


Chris  Robey  claims  he  knows  more! 
Phone  him  on  0207  590593 

Blue  Ridge  Care  Ltd.,  Medomsley  Road,  Consett  DH8  6SX. 
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SHOW  REPORT 


Scotchem  attracts  solid  support 

Scotchem  attracted  some  450  visitors  to  the  MacRobert  Pavilion,  Edinburgh 

last  Sunday,  40  per  cent  of  them  pharmacist  proprietors,  when  MGB 
Exhibitions  relaunched  the  two  day  show  to  satisfy  exhibitor  demand  after  a 
three-year  break.  Elida  Gibbs  used  Scotchem  to  launch  the  innovatory  Kyomi, 
4  ratwirilty  ^liiinr;. ■      ,:■      s^©e  p402)  tin}h '  2  %m  advertising  support 

planned  for  1991 


They  came  from  Inverness,  from 
Perth,  from  "down  the  way", 
from  Newcastle,  from  Cumbria, 
from  the  Midlands,  and  from 
Norwich.  Three  anonymous 
pharmacists  from  the  East 
Midlands  combined  holiday  and 
business,  while  the  vice-president 
of  the  Royal  Pharmaceutical 
Society  of  Great  Britain,  David 
Coleman  of  Norwich,  combined  an 
official  visit  to  a  ball  organised  for 
some  500  Strathclyde  University 
alumni,  with  a  visit  to  Scotchem. 

The  Newcastle  contingent 
included  an  11 -strong  party  of 
assistants  from  the  six-branch 
Raygale  group,  while  the  locals 
were  represented  by  chairman  of 
the  Pharmaceutical  General 
Council,  Graham  Millar.  Mi- 
Millar,  who  owns  three 
pharmacies  in  Edinburgh  as  well 
as  a  health  food  shop,  said  he  was 


ii  l; 


Mike  Hadley  demonstrates  PILLS 
to  Then  Johnson  of  Glenrothes 


Visitors  register  on  Sunday  morning 

very  pleased  and  impressed  with 
Scotchem.  "Not  many  Scottish 
pharmacists  manage  to  get  to 
Chemex  or  the  National 
Pharmaceutical  Association  Show 
in  St  Albans,"  he  said. 

A  recent  convert  to 
community  pharmacy  from  the 
hospital  side,  Jim  Green  of  Perth, 
said  it  was  a  great  opportunity  for 
him  to  establish  contact  with  some 
of  the  companies  who  had  stopped 
calling  on  his  pharmacy  before  he 
purchased  it,  when  it  was 
somewhat  rundown. 

fa?  llaiincSiies 

John  Richardson  Computers 
launched  a  budget  dispensary 
system  at  Scotchem,  with 
labelling,  full  product  file,  stock 
control  and  auto-ordering,  and 


drug  interactions,  but  without 
patient  medication  records.  The 
launch  cost  of  £1 ,695  represents 
a  £200  saving  and  runs  until  March 
29  -  PMRs  can  be  added  for 
£730. 

Also  new  for  the  show  is  a 
£399  patient  leaflet  system 
comprising  dot  matrix  printer, 
sheet  feeder  and  software 
producing  package  information 
written  by  Dr  Ivan  Stockley .  John 
Richardson  says  running  costs  are 
£0.005  per  sheet  compared  with 
£0.03  for  laser  printed  material 
(maintenance  is  £30  and  £1 50  per 
annum  respectively). 

Chemtec  also  launched  a 
budget,  upgradable,  dispensary 
system  at  the  show  —  the 
Alchemist  1000  —  claiming  full 


nr.  vim  in 


A  bevy  ofGeordie  assistants  on  the  C&D  stand  hail  from  the  Raygale  group 
of  pharmacies  in  Newcastle-upon-Tyne 


^NEWBRIGHTER  PACKAGING 


Sure-Lax  is  o  gentle  and  effective 
laxative  trusted  for  generations  that  you  can 
recommend  with  confidence. 


SELLER 


Available  in  bright  new  tamper-evident  tubs. 
Sure-Lax  is  a  sure  seller  -  make  sure  you  stock  it. 


A   SURE    SHIELD    FAMILY  REMEDY 


English  Grains  Healthcare,  Park  Road,  Oversea!,  Burton  on -Trenl,  Staffs 
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Crookes '  territory  manager  Ruby 
Houston  presents  assistant 
Margaret  McQuillan  of  the 
Lightburn  Pharmacy,  Glasgow 
with  an  ( )lympus  AF  —  1  twin 
compact  35mm  camera,  icon  in 
stand  draw 

286,  40  Mbyte  hard  disk 
computers  with  very  crisp  VGA 
monochrome  screens,  and 
Panasonic  printers  (£1,899  with 
£200  off  until  April  14).  Then- 
Alchemist  2000  systems  had 
uprated  Oki  .'520  printers,  with 
free  VGA  colour  monitors  for 
show  orders. 

Factor's  £1.2m  display 

Max  Factor  are  making  £1.2m 
worth  of  range  merchandisers 
available  to  independent  chemists 
on  a  new-for-old  basis,  for  May- 
June  delivery.  The  stand  has  a 
concave  front  and  is  said  to  have  a 
feminine  look,  with  easy  access  to 
all  products.  Regional  sales 
manager  Alan  Hay  says:  'The  new 
stands  represent  a  solid 
investment  in  the  chemist  trade.' 

Also  on  parade  for  the  first 
time  was  the  Opal  company, 
launched  last  December  by 
principals  Leon  Godfrey,  Mike 
Miller,  and  Leslie  Woolley  with 
Vale  of  Health,  Dead  Sea  Magik 
and  Puressa  ranges  their  initial 
portfolio.  Opal  see  themselves  as 
marketeers  of  niche  pr<  iducts  and 
are  seeking  to  expand  then 
product  range. 

Anglo  European  were 
promoting  their  recently  NPA- 
approved  boso-Oscillomat,  a 
computerised  sphygmoman 
ometer,  retailing  at  £199. 
Featuring  fully  automatic 
operation  with  digital  display  and 
printout,  the  company  is 
marketing  the  kit  alongside  its 
established  Quik-Read  cholesterol 
system  and  digital  weighing 
machine,  as  a  three-stage, 
leaseable,  health  <  are  package. 

Original  Additions  launched 
Far  Stickers  at  Scotchem.  Ai 
tO. 99  in  gold,  silver  or  pearl 
variants  (13  pairs  to  a  card)  the 
stick-on   shapes   mimic  stud 


earrings  and  are  re-useable.  They 
come  in  display  outers  of  36 
(£21.60  trade). 


Exhibitor  response 

On  the  NPA  stand  business 
services  manager  John  Goulding 
said  they  were  busy  all  Sunday 
with  a  very  good  sales  level,  while 
head  of  pharmacy  planning  Ray 
Todd  reported  his  show  budget 
exceeded  by  3pm  on  Sunday. 

By  noon  on  Sunday  Charwell's 
Graham  Ford  had  taken  just  a 


anti-snoring  device  from 
lnphormed.  For  M&S  Toiletries, 
sales  representative  Jim  McLeod 
said  his  company  was  pleased  to 
be  Hying  the  flag:  "We  have 
picked  up  new  customers  here. 
It's  a  good  alternative  to  the  cold 
canvass. ' ' 

Next  time...? 

MGB  Exhibition's  group  manager 
Peter  Jakeman  said  it  is  likely  the 
next  Scotchem  will  go  ahead  in 
1993  as  planned,  but  they  would 
be  looking  to  more  support  from 


( >pal 's  Mike  Miller  (left)  and  Leon  Godfrey  apply  a  little  Dead  Sea  Ma^ik 


single  order,  but  one  that  covered 
the  cost  of  the  stand,  while  later 
Torbet  Laboratories  sales 
manager  Eddie  Masters  reported 
a  nice  steady  How  of  customers, 
and  Mr  D.A.  Patel  of  Healthaid 
had  opened  a  number  of  new 
accounts  more  than 

anticipated. 

Laughton's  latest  Petite  range 
was  said  to  have  caused  "lots  of 
interest"  as  did  the  Nozovenl 


visitors  next  tune.  "Of  those  who 
attended,  our  market  research 
indicates  96  per  cent  are  likely  to 
visit  Scotchem  again.  Some  54  per 
cent  ol  visitors  placed  orders, 
many  asking  reps  to  call  to  discuss 
future  business  requirements." 

Mr  Jakeman  may  well  have 
been  heartened  by  a  pharmacist 
from  Edinburgh  who  told  C&D 
that  Scotchem  91  had  broadened 
her  horizons. 


.1//  Mm  IntyrefromJ.G.  Maclntyre,  Wishaw  receives  his  lib  salmon  from 
Doncastei  Pharmaceuticals  sales  directo)  Philip  Walkei  foi  placingan 
order  icorth  ['250 


PILLS 

-  the  every  week 
story  of  pharmacy  folk 
episode  49. 

"VERY  FLEXIBLE" 

said  Malcolm  Peter 
M.R.Pharm.S.  of 
Colchester  who  has 
only  had  our  system  a 
few  weeks. 

'  'It  's  very  easy  to  put  patient 
details  in,  and  the  reeords 
can  be  rapidly  accessed.  I  lik 
the  way  drug  interactions  are 
dealt  with  and  I  find  it  very 
easy  to  customise  the  leaflets 
to  meet  my  requirements. 


M></< 

ILtaf/.L  ™  

For  a  FREE, 
NO  OBLIGATION 
DEMONSTRATION 
OF 

FLEXIBILITY 
Ring: 


COMPUTING  LTD 

Nunn's  Corner,  Sandy  Lane, 

Stourport-on-Severn, 
Worcestershire  DV13  9QB. 
Telephone:  0299  827826 
Fax:  0299  827393 
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En  our  second  exclusive  Pharmatop  survey,  WZJfinds  out  how  pharmacists  across  Europe  deal  with  requests  for 
advice  mi  tweak  who  has  the  biggest  0T0  armoury  sin  the  fight  against  minor  illness 

Desire  for  POM  to  P  moves  reflects  the 
current  availability  of  suitable  OTCs 


Calls  by  professional  bodies  for 
the  deregulation  of  more 
Prescription  Only  Medicines  have 
received  almost  unanimous 
backing  from  UK  pharmacists. 

Ninety  six  per  cent  of 
pharmacists  in  the  British  arm  of 
the  second  Pharmatop  survey 
favoured  being  allowed  to 
counterprescribe  some  medicines 
currently  available  only  as  POMs. 

Their  counterparts  in  France, 
Germany  and  Italy  appeared  less 
enthusiastic,  with  46  per  cent,  48 
per  cent  and  62.4  per  cent  in 
favour.  But  the  answers  to 
questions  about  specific  products 
-  currently  all  POM  in  the  UK  - 
reveal  the  likely  reason  for 
Continental  pharmacists' 
apparent  satisfaction  with  their 
current  armamentarium;  health 
departments  elsewhere  in  Europe 
seem  to  have  a  more  liberal 
attitude  to  medicines  availability. 

In  Spain  the  interviewers  did 
not  even  bother  asking  about  the 
availability  of  broad  spectrum 
antibiotics,  H2  antagonists  and  the 
morning  after  Pill  because 
pharmacists  can  legally  supply 
them  all  without  prescription. 

Most  go  for 
chloramphenicol 

Ask  a  pharmacist  to  name  three 
products  he  would  like  to  be  able 
to  counterprescribe  tomorrow 
and  it's  a  fair  bet  one  will  be 
chloramphenicol  eye  drops.  In 
Pharmatop  2,  87  per  cent  of  UK 
pharmacists  wanted  over-the- 
counter  chloramphenicol,  more 
than  any  other  POMs  put  forward 
for  counterprescribing  (see  table 
for  the  most  popular  would-be 
OTCs). 

Among  the  Europeans,  the 
study  appears  to  show  that  some 
relaxation  of  the  rules  has  gone  on 


in  most  treatment  areas,  with  the 
question  "Are  you  today  able  to 
supply..."  eliciting  positive 
reactions  from  small  numbers  of 
pharmacists  in  many  of  the 
categories. 

However,  like  the  UK, 
significant  numbers  of 
pharmacists  would  like  to  see  a 
wider  range  of  medicines  available 
OTC.  In  France,  antibacterial 
creams,  nicotine  chewing  gum  and 
topical  antibiotics  all  had  around  70 
per  cent  support;  German 
pharmacists  supported  the  lifting 
of  prescription  restriction  on 
antibacterial  creams  (82  per  cent) 
and  nicotine  chewing  gum  (51  per 
cent),  but  in  most  other  areas 
seemed  less  in  need  of  extra 
products  to  satisfy  their 
professional  obligations. 

Pharmacists  were  also  asked 
which  products  they  felt  able  to 
supply  in  emergencies.  In  the  UK, 
it  appears  that  the  more 
pharmacists  feel  a  product  should 
be  available  OTC,  the  more  likely 
they  were  to  supply  it  in  an 
emergency.  Top  of  the  list,  with 
43  per  cent  of  pharmacists  saying 
they  would  supply  it  in  an 
emergency,  were  strong 
paracetamol  and  codeine 
combinations,  foDowed  by  nicotine 
chewing  gum  (34  per  cent) ,  topical 
steroids  for  mouth  ulcers  (32  per 
cent)  and  antibacterial  creams  (28 
per  cent). 

Firsl  cont 

The  late  Dame  Elizabeth  Ackroyd 
of  the  Patients'  Association  used 
to  complain  of  pharmacists 
peering  down  from  a  "hole  in  the 
wall".  And  compared  to  their 
European  counterparts, 
pharmacists  in  the  UK  appear  to 
be  reticent  when  it  comes  to 
getting  to  grips  with  customers. 


Wanted  as  OTCs  by  UK  pharmacists  (%) 

Chloramphenicol  eye  drops 

87 

Nicotine  chewing  gum  80 

Antibacterial  creams 

74 

Stronger  paracetamol/codeine  combinatons 

73 

Antifungal  pessaries 

65 

Topical  antibiotics 

60 

Antagonists 

59 

Topical  steroids  for  mouth  ulcers 

50 

Broad  spectrum  antibiotics 

50 

Only  11  per  cent  said  they  usually 
had  the  first  contact;  87  per  cent 
said  an  assistant  was  in  the  front 
line.  Contrast  that  with  the  rest  of 
Europe,  where  84  per  cent  of 
French,  91  per  cent  of  German 
and  76  per  cent  of  Spanish 
pharmacists  said  they  usually  had 
first  contact.  In  Italy  86  per  cent  of 
pharmacists  said  they  alone  or 
with  an  assistant  were  the  first 
point  of  contact. 

Private  areas  for  patient 
counselling  seem  to  be  catching 
on.  Some  29  per  cent  of  UK 
pharmacists  questioned  said  they 
had  one  compared  with  46  per 
cent  of  Spanish  pharmacists,  the 
only  other  national  group  asked. 

And  when  it  comes  to  giving 
advice,  pharmacists  in  all  five 
countries  are  kept  pretty  busy. 
Estimates  for  the  number  of  times 
advice  is  given  in  an  average  day 
range  from  once  from  one  Spanish 
pharmacist  to  300  times  from  one, 
presumably  very  busy,  Italian. 
Averages  were  18  times  in  the 
UK  and  France,  19  in  Spain,  27  in 
Italy  and  33  in  Germany. 

Questioners  also  asked  for  an 
estimate  of  the  number  of '  'advice 
situations"  in  a  day.  Averages 
ranged  from  the  UK's  22  to  65  in 


Germany,  suggesting  UK 
pharmacists  deal  with  over  80  per 
cent  of  requests  for  advice,  while 
their  German  counterparts  tackle 
just  over  half. 

Finally,  UK  pharmacists  said 
that,  on  average,  they  would  refer 
3.1  out  of  every  ten  "medical" 
requests  to  the  patient's  own  GP, 
a  broadly  similar  level  of  referral  to 
pharmacists  in  France,  Germany 
and  Italy,  though  less  than  in 
Spain,  where  despite  the  wide 
availability  of  "POMs"  for  sale 
OTC  pharmacists  refer  seven  out 
of  ten  such  queries  to  the  GP. 


Pharmatop  is  a  grouping  of  the 
leading  pharmacy  publications  in 
five  European  countries,  devoted  to 
conducting  joint  research  among 
pharmacists.  Besides  Chemist  & 
Druggist  the  group  includes  Le 
Quotidien  du  Pharmacien 
(France)  Apotheken  Praxis 
(Germany) ,  II  Giornale  del 
Farmacista  (Italy)  and  Afocar 
(Spain).  A  random  sample  of  100 
pharmacists  in  each  country  were 
questioned  by  telephone  by  CAM 
Internatioal  Ltd.  UK  fieldwork 
was  conducted  between  December 
4-12. 
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Boots  buy  UK 
Manrex  rights 

Boots  have  acquired  from  the 
Manrex  Group  the  exclusive  UK 
rights  to  source  and  market  the 
Manrex  Monitored  Dosage 
System  (MDS).  The  total  price 
paid  was  £1 .3  million  plus  stock  at 
valuation. 

The  Manrex  MDS  is  designed 
to  provide  residential/nursing 
homes  with  patients'  monthly 
medication  requirements. 
Presentation  is  in  a  blister  format 
which  helps  ensure  that  the 
correct  medication  is 
administered  to  the  patient. 

Mike  Caldwell,  Boots  head  of 
corporate  affairs,  said:  "We  are 
very  pleased  to  have  secured  the 
marketing  rights  to  the  Manrex 
MDS  which  has  seen  tremendous 
growth  in  the  last  five  years.  We 
will  be  better  able  to  ensure  the 
continued  future  availability  of  the 
Manrex  MDS  not  only  to  Boots 
but  also  to  those  independent 
pharmacies  who  use  the  system. 
We  will  also  be  making 
arrangements  to  have  the  system 
manufactured  in  the  UK." 

Ultra  is  sold 
to  Seton 

Seton  Healthcare  have  reached 
agreement  to  acquire  Ultra 
Laboratories  lor  around  £3.3 
million.  Ultra  produce  the 
Lyofoam  range  of  primary  wound 
dressings,  often  used  for  leg 
ulcers,  pressure  sores  and  burns. 

The  business  of  Ultra  is  to  be 
integrated  into  Seton's  existing 
operations  and  is  expected  to 
improve  profitability.  Currently 
Ultra  employ  some  40  people  at 
their  Sittingbourne  factory. 

Ultra's  unaudited  turnover  for 
last  year  was  around  £]  ,67m,  40 
per  cent  in  overseas  markets. 
Audited  financial  information 
shows  a  turnover  of  £1  .36m  and 
pre-tax  profits  of  £111 ,000.  Net 
assets  were  valued  at  £266,000. 

In  a  complex  shares  and  cash 
deal  Ultra  shareholders  re<  eive  a 
million  new  LOp  Seton  shares. 


Norwich  Union  offer 
mortgage  package 


A  commercial  mortgage  package 
designed  for  the  medical  and 
dentistry  professions  has  been 
extended  to  pharmacists. 

The  Professional  Practice 
Services  arm  of  Norwich  Union  is 
offering  loans  for  the  purchase, 
refurbishment,  building,  re- 
financing or  acquisition  of  a  new 
partnership  share  in  a  pharmacy. 
Finance  is  also  available  for  the 
purchase  of  goodwill  subject  to  a 
satisfactory  business  valuation. 

Loans  start  at  £15,001  and  can 
go  as  high  as  £2  million;  they  are 
available  lor  up  to  100  per  cent  of 
the  property  price.  There  is  a 
choice  of  either  fixed  or  variable 
interest  rates. 

The  key  to  the  scheme  is  that 
Norwich  Union  is  taking  money 


which  would  otherwise  have  been 
invested  in  gilts  and  using  it 
instead  to  finance  members  of 
professional  groups.  This  means 
the  investor  gets  a  premium  over 
the  gilt  rate  while  the  mortgagee 
gets  money  at  a  competitive  price. 

The  gilt  yield  used  for  the  25 
year  loan  has  ranged  from  10.5 
per  cent  to  12.5  per  cent  during 
1000.  A  margin  of  between  2  and 
2.5  per  cent  is  added  to  this  figure 
to  obtain  the  mortgage  rate. 

The  company  says  that  it  has 
been  able  to  arrange  mi  irt gages  at 
12.5  per  cent  in  a  year  when  the 
market  rate  has  generally 
exceeded  15  per  cent.  Contact 
Brian  Duncan,  managing  director, 
Professional  Practice  Services. 
Tel:  0232  482701. 


Fisons  figures  glow  while 
pharmaceuticals  regroup 


Fisons  have  announced  a 
restructuring  of  their  UK 
pharmaceuticals  operations  and 
have  posted  annual  results  at  the 
high  end  of  City  expectations. 

Fisons  Prescriptions 
Medicines  and  CI'  Pharma- 
ceuticals are  to  be  integrated  into 
a  single  operation  under  the 
recently  appointed  managing 
director  I )r  Brian  lligginson. 

The  existing  five  sales  forces 
are  to  be  re-grouped  into  three 
larger  teams,  to  be  known  as 
prescription  products,  hospital 
products  and  CP  products.  Each 
will  be  supported  by  its  own 
marketing  group. 

In  April  all  UK-based  head 
office  staff  will  move  toa  new  base 
at  Coleorton,  Leics.  The 
Prescript  ions  Medicines 
manufacturing  site  at  Holmes 
Chapel  and  the  CP 
Pharmaceut  i<  als  plant  at 
Wrexham  remain,  but  they  will  be 
operated  as  joint  unit  for 
presi  ription  products,  hospital 
products  and  CP  products. 


"These  changes  will  provide 
an  unproved  locus  for  the  UK 
business,"  says  Dr  lligginson. 

Sales  up  18pc  to  £1.2  billion 
Pre-tax  profit  up  36pc  to  £230.2m 


Earnings  per  share  up  20pc  to  26. 3p 


Total  dividend  up  21  pc  to  7.5p 

Fisons  per  cent  hike  in  pre- 
tax profits  (C&D  last  week,  p386) 
has  been  achieved  on  sales  of  over 
£1.2  billion,  up  18  per  cent. 

The  pharmaceuticals  division 
provided  the  lion's  share  of  last 
year's  profit,  some  £151. 7m.  This 
is  over  18  per  cent  up  on  the 
previous  year.  Pharmaceutical 
sales  are  up  6  per  cent  to 
£500. 7m.  Respiratory  products 
achieved  increased  volume  ol  8 
per  cent. 

In  the  UK  the  consumer  health 
product  range  Sanatogen 
achieved  a  sales  increase  of  20  per 
cent. 

The  company  has  announced  a 
total  dividend  of  7.5p  for  the  year. 


Chemistshield 
offers  more 

A  number  of  new  elements  have 
been  added  to  the  AAH 
Chemistshield  insurance  package. 

At  no  extra  cost  policies  now 
include  a  business  interuption 
section  which  provides  cover  up 
to  £500,000,  a  24  hour  legal  advice 
service  for  both  business  and 
personal  issues  and  a  24  hour 
emergency  helpline  to  provide 
assistance  when  property  is 
damaged. 

AAH  Chemistshield  is 
available  to  all  new  customers: 
existing  policyholders  will 
automatically  receive  the  benefits 
from  their  renewal  date.  Designed 
by  AE  Insurance  Brokers,  the 
package  is  underwritten  by  Royal 
Insurance. 


UBR  may  go 
with  poll  tax 

The  Government  may  be  forced 
to  scrap  the  uniform  business  rate 
if  it  pushes  ahead  with  plans  to 
repalce  the  poll  tax  with  a  new 
property  based  tax  system,  the 
Financial  Times  reported  on 
Tuesday. 

Michael  Heseltine,  the 
Environment  Secretary,  was  to 
propose  to  senior  ministers  on 
Thursday  that  a  property  tax 
should  be  accompanied  by  a  return 
to  the  system  under  which  local 
authorities  set  tax  levels  for  local 
business. 

A  move  by  the  Government  to 
scrap  UBR  would  bring  a  storm  of 
criticism  from  the  business 
community,  the  FT  predicted.  At 
present  the  Government 
guarantees  that  the  nationally  set 
levy  on  shops  ami  lactones  will  not 
rise  by  more  than  the  rate  of 
inflation. 

Ministers  have  concluded  that 
the  removal  of  local  authority  tax 
on  local  businesses  has  greatly 
increased  the  impact  of  the  poll 
tax.  Increases  in  local  spending 
above  that  covered  by 
Government  grants  fall  directly  on 
individual  residents. 
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Healthy  year  for  SB  but  UK 
drugs  dip 


"It's  been  a  long  18  months  and  a 
busy  and  rewarding  time,  but  the 
results  suggest  the  thinking 
behind  the  merger  makes  sense, ' ' 
said  Bob  Bauman,  introducing 
Smithkline  Beecham's  1990 
results. 

Sales  up  9pc  to  £4.6  billion 
Pre-tax  profit  up  19  pc  to  £860m 
Earnings  per  share  up  12pc  to  41p 
Total  dividend  14p 

While  SB  posted  generally 
good  results  for  1990,  including  a 
19  per  cent  increase  in  pre-tax 
profits  last  year  {C&D  last  week, 
p386),  SB  Pharmaceuticals'  UK 
performance  was  down  some  10 
per  cent .  The  drop  in  growth  was 
emphasised  by  the  otherwise 
good  result  in  the  division,  with 
increases  of  17  per  cent  in  the  UK 
market  and  9  per  cent  in 
continental  Europe. 

The  chairman  of  SB 
Pharmaceuticals,  Jan  Leschly, 
said:  "Tagamet  has  not  had  an 
easy  time  and  vaccine  reductions 
and  parallel  imports  also 
contributed  to  the  negative 
growth  in  the  UK."  He  declined 
to  break  the  10  per  cent  figure 
down  to  show  the  effect  of  these 
three  factors. 

SB  chief  executive  Bob 
Bauman  said:  "SB  Pharma- 
ceuticals'  growth  is  mainly  coming 
from  the  USA.  There  was  a  5.1 
per  cent  increase  in  new  scripts 
for  SB  products  against  a  growth 
in  the  market  of  just  2  per  cent . ' ' 

He  said  out  of  the  top  20 
pharmaceutical  products  in  the 
USA  Smithkline  Beecham  have 
four. 

Mr  Bauman  refuted  the 
suggestion  that  the  recent  ISIS-3 
study  established  there  was  no 
difference  in  the  efficacy  of  the 
three  thrombolytic  agents 
anistreplase,  streptokinase  and 
alteplase. 

"The  design  of  the  study  was 
that  all  three  compounds  had  to  be 
taken  in  the  same  way,  and  every 
three  hours.  We  showed  parity 
under  those  circumstances,  but 
because  of  the  manner  in  which 
Eminase  (anistreplase)  is  actually 
being  used  in  practice  we  believe 
we  can  reduce  mortality  even 
more.  We  believe  we  do  have  a 
competitive  advantage  with  the 
speed  at  which  it  can  be 
administered."  ISIS-3  is  the 
largest  clinical  study  ever  taken  to 
treating  heart  attacks,  (C&D 
March  9,  pp379,  387). 

SB  Consumer  Brands  showed 
solid  growth  putting  16  per  cent 
on  trading  profit  over  the  previous 
year.  Sales  increased  9  per  cent 
led  by  a  strong  performance  in 


central  Europe  and  the  UK.  On  a 
constant  exchange  basis  sales 
were  up  12  per  cent. 

Aquafresh  toothpaste,  SB's 
largest  consumer  brand 
worldwide,  had  a  7  per  cent  sales 
increase. 

There  has  been  a  reduction  in 
the  workforce  of  some  2,900  since 
the  Smithkline  Beecham  merger, 
representing  some  6  per  cent  of 
the  employee  population.  The 
figure  does  not  include  employees 
who  left  due  to  disposals. 

Lloyds  profits 
up  61pc 

Lloyds  Chemists  pic  have 
announced  their  interim  results 
for  the  six  months  to  December 
31, 1990. 

Turnover  increased  bv  26  per 
cent  to  £112.6  million  (£89. 5m  for 
the  corresponding  period  1989). 
Profit  before  tax  has  increased  by 
61  per  cent  to  £8. 22m  (£5. 12m), 
as  did  operating  profit,  to  £10m 
(£5. 2m).  The  Board  has  declared 
an  interim  dividend  of  1.1 7p  net 
per  ordinary  share. 

Sales  in  the  chemist  division 
for  the  first  half  year  were  27  per 
cent  ahead  of  the  same  period  last 
year.  The  number  of  pharmacies 
increased  by  six  to  435. 

Since  December  31, 1990,  the 
number  of  pharmacies  has  further 
increased  to  454  following  the 
£5. 6m  acquisition  of  Barley 
Chemists  with  19  stores  located 
between  North  West  London  and 
Oxford. 

The  development  of  own  label 
has  been  a  key  factor  in  achieving 
a  higher  gross  margin,  says 
chairman  Allen  Lloyd.  There  are 
currently  1,169  Lloyds  own  label 
lines  with  a  further  273  coming 
available  in  the  near  future. 

Own  label  products  now 
represent  25  per  cent  of  chemist 
store  retail  sales  and  30  per  cent  of 
drugstore  sales  and  are  expected 
to  increase  by  2  per  cent  over  the 
next  12  months. 

Following  the  loss  of  the 
chemist  division's  warehouse  at 
Atherstone,  which  was  destroyed 
by  fire  a  year  ago,  Lloyds  are 
building  a  130,000sq  ft 
warehousing  and  office  facility  at 
Tamworth.  This  will  be  ready  for 
occupation  by  the  end  of  June. 

Despite  the  continuing 
adverse  economic  climate,  sales 
have  been  excellent,  being  34  per 
cent  ahead  of  last  year,  with 
existing  stores  on  a  like  for  like 
basis  showing  an  increase  of  13 
per  cent,  says  Allen  Lloyd. 


Astra  achieve  strong  profit 


Astra  have  recorded  a  36  per  cent 
increase  in  pre-tax  profits  on  a 
turnover  up  26  per  cent  to 
Kr9,420  million  (£870. 6m). 

Agents  for  respiratory 
diseases  became  the  group's 
largest  selling  product  group  in 
1990  due  mainly  to  the  success  of 
the  Turbohaler.  Sales  of  the  anti- 
asthma  agent  Pulmicort  were  up 
59  per  cent  on  the  back  of  this. 

Astra  are  now  marketing 


Losec  in  every  country  except 
Japan  and  it  will  be  launched  there 
this  Spring. 

Earnings  per  share  are  up 
substantially,  with  44  per  cent  rise 
to  Krl5.85  (146p)  while  the 
dividend  is  up  30  per  cent  to  Kr2.5 
(23p).  The  board  has  also 
proposed  a  one-for-three  stock 
dividend,  which  would  raise  the 
capital  stock  bv  Kr376m  (£34 ,8m) 
to  Krl  ,505m  (£139m). 


COMING  EVENTS 


Vitamin 
training 

Roche  Products  are  planning  a 
series  of  free  training  seminars  for 
pharmacists  and  assistants 
covering  vitamins  and  minerals. 

The  sessions  will  be  held  in 
Penrith  (March  20),  Cardiff 
(March  26),  Glasgow  (April  2), 
Reading  (April  3),  Bournemouth 
(April  4),  London,  Chester,  and 
Belfast  (all  April  9),  Isle  worth, 
Middlesex  (April  10), 
Loughborough  (April  11),  Bristol 
(April  15),  Solihull  (April  16), 
Wetherby  and  Epping  (both  April 
18).  All  meetings  will  start  at 
7.30pm.  Details  from  David  Clark 
on  0707  328128. 


R&C  plan 
seminars 

Reckitt  &  Colman  are  organising 
a  series  of  free  evening  training 
seminars  for  pharmacy  assistants 
beginning  in  April. 

The  Open  Door  seminars  will 
be  held  throughout  the  UK,  with 
the  first  covering  digestive 
disorders.  Future  seminars  will 
cover  other  aspects  of  common 
health  problems. 

Pharmacists,  who  will  receive 
details  of  the  seminars  soon,  can 
attend  too.  Further  information 
from  the  Open  Door  seminar 
organiser  at  Reckitt  &  Colman 
Products.  Tel:  0482  26151. 


Tuesday,  March  19 

Leicestershire  Branch,  RPSGB. 

Postgraduate  Medical  Centre, 
Leicester  Royal  Infirmary,  7.30  for 
8pm.  Skin  and  skin  conditions, 
workshop  with  Dr  A.  Blenkinsopp. 

Wednesday,  March  20 

Cardiff      Branch,  RPSGB 

Whitchurch  Postgraduate  Centre, 
7.30pm.  "Domiciliary  oxygen".  Joint 
meeting  with  the  BMA. 
Scottish  Borders  Branch, 
RPSGB.  Education  Centre,  Borders 
General  Hospital  at  7.30pm.  "The 


future  of  continuing  professional 
education"  by  John  Cromarty. 

Thursday,  March  21 

Bedfordshire  Branch,  RPSGB. 

Coach  and  Horses,  Barton  le  Clay  at 
8pm.  Speaker  from  the  Drug  Squad. 
Fife  Branch  RPSGB.  Barnton 
Hotel,  Queensferry  Road  at  8pm 
(buffet).    "Schizophrenia"  by 
Professor  E.  Johnston,  Royal 
Edinburgh  Hospital. 
Glasgow  and  West  of  Scotland 
Branch,  RPSGB.  Lecture  Theatre 
1,  McCance  Building,  Strathclyde 
University,  7.30  for  8pm.  "Evening 
primrose  oil"  by  Dr  D.  Horribin, 
Scotia  Pharmaceuticals. 
Somerset    Branch,  RPSGB. 
Lingford  House,  Taunton,  7.15  for 
8pm.  Talk  by  Douglas  Simpson, 
editor,  The  Pharmaceutical  journal. 
South   Staffordshire  Branch, 
RPSGB.   Eaton   Lodge  Hotel, 
Rugeley,  7.30pm.  Informal  dinner. 
Weald  of  Kent  Branch,  RPSGB. 
Postgraduate  Medical  Centre,  Kent  & 
Sussex  Hospital,  Tunbridge  Wells, 
7.45for8pm.  "Fungal infections"  by 
Dr  S.  Ash,  Ealing  General  Hospital. 
Wirral      Branch,  RPSGB. 
Postgraduate   Medical  Centre, 
Clatterbridge  Hospital,  at  8pm.  "New 
drug  research"  by  Peter  Gower,  ICI. 

Friday,  March  22 

Dundee  Branch,  RPSGB.  Lecture 
Theatre  2,  Ninewells  Medical  School 
at  8pm.  '  'The  Soutra  Hospital  dig"  bv 
Dr  B.Moffat. 

Advance  information 

British  Society  for  the  History  of 
Pharmacy.  "Pharmacy  in  the 
1840s"  conference,  Hotel  Ibis, 
Greenwich,  London,  April  5-7.  Details 
from  Dr  L.C.  Howden  on  031-556 
4386. 

Applied  Pharmacy  Practice 
Learning  Events.  "Counter 
prescribing  for  seasonal  complaints" 
at  the  Roval  Arms  Hotel,  Omagh  on 
April  9  and  16,  7.30pm.  "Diabetic- 
patients"  at  Malone  House,  Belfast, 
April  10  2-5. 30pm.  Details  from  Donna 
McDowell  on  Belfast  650111. 
Society  of  Cosmetic  Scientists. 
Symposium  on  colour  and  fragrance  at 
the  Gloucester  Hotel,  London  on  April 
10.  For  details  call  0582  26661 . 
The  National  Association  of 
Women  Pharmacists  annual 
weekend  school  —  Hazlerigg  Hall, 
Loughborough  University  from  April 
5-7.  Topics  include  pharmacy  law, 
asthma,  menopause  and  HRT,  and 
infant  feeding.  Cost  is  £80. 
Applications  to  Mrs  Veronica  Pearson, 
41  Tynedale  Road,  Loughborough, 
Leics  LE11  3TA. 
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Display/Semi  Display  £19.70  per  single  column  centimetre,  min  30mm 
Column  w  idth  XSmm. 

Whole  Page  £1970.00  (250mm  x  180mm)  Half  Page  £1024.40 
(130mm  >  180mm)  Quarter  Page  £512.20  (130mm  x  88mm) 


AGENTS 


v  t  . 

ROYAL  BOTANIC  GARDENS 

KEW 

Natural  beauty  botamics 

We  require  experienced,  professional  Sales  Agents  to  represent  this  high 
quality  range  of  cosmetics  and  fragrance.  Only  those  with  the  very  best  retail 
trade  contacts  covering  departmental  stores,  quality  gift,  perfumery  and 
'other'  suitable  shops  or  outlets  of  a  speciality  nature  will  be  considered.  You 
must  be  experienced  and  market  aware  in  the  field  of  quality  cosmetics.  The 
vacancies  may  well  appeal  to  trained  representatives  seeking  a  more 
independent  field  sales  opportunity  that  will  embrace  servicing,  merchandising 
and  'in  shop'  promotional  involvement  periodically. 

This  is  a  rare  and  exciting  opportunity  lor  the  'right'  persons  to  become 
involved  with  a  range  affording  great  potential.  Applications  from 
qualified/suitable  ladies  welcome. 

Excellent,  competitive  sales  commission.  Apply  in  confidence  with  full  details 
of  qualifications  and  experience  and  current  product  ranges  represented  to: 

FLORINI  LIMITED,  CASTLE  MEWS,  TARRANT  STREET.  ARUNDEL 
W  SUSSEX  BNI8  9DB  TEL.  0903  882777  FAX.  0903  882227 


SHOPFITTINGS 


EXDRUM 

—  STOREFITTERS- 


0626  •  834077 

COMPREHENSIVE  DESIGN,  MANUFACTURE  AND 
INSTALLATION  SERVICE  FOR  THE  RETAIL  PHARMACY 


KING  CHARLES  BUSINESS  PARK,  OLD  NEWTON  ROAD,  HEATH  FIELD,  DEVON,  TQ1 2  6UT 


TEL:  0803  874095 
FAX: 0803  874096 


SHOPFITTING 
and  DESIGN 

SPECIALISTS  IN  DESIGN, 
MANUFACTURE  AND 
INSTALLATION  OF 
SHOPFITTINGS  AND 
DISPENSARY  UNITS 
FOR  THE  RETAIL 
PHARMACIST 


UNIT  1  COVENTRY  FARM  ESTATE.  NEWTOWN  ROAD,  TORQUAY,  DEVON  TQ2  7HX 


Post  to  Classified  Advertisements,  Chemist  &  Druggist, 

Benn  Retail  Publications,  Sovereign  Way,  Tonbridge,  Kent  TN9  1RW. 

Tel  Tonbridge  (0732)  364422.  Telex  95132.  Fax  (0732)  361534 
Ring  Matthew  Corse  Ext  2218  for  further  information 


LABELLING  SYSTEMS 


&  CHEMTEC  SYSTEMS 


Just  a  few  of  the 
hundreds  of  places 
where  the  Alchemist 
2000  PMR  system  is 
pointing  the  way  to 
success.. 


Telephone 
(0772) 622839 
Fax  622879 
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John  Richardson 
Computeri  lid 


In  Auto-order  Stock 

Control 

mm' 

^             ►  In  Customer  Serv  ice 

^B*'  In  Ongoing  Development 

For  Accurate  and  Reliable  Drug  Interactions  and  Patient  Records 

FREEPOST,  Preston  PR 5  6BR  Telephone:  (0772)  323763 


STOCK  FOR  SALE 


TEL:  081-868  1263 


FAX:  081-868  3424 


Disributors  of  the 
Largest  Range  of  Branded 
French  Fragrances 
Nationwide  Delivery 


FREEPOST  HARROW  MIDDX.  HA2  9BR 


Haemostatic  Alginate  Dressings 
"Stops  Bleeding  Fast" 

Laboratoires  Brothier  SA  wish  to 
announce  that  GBM  Limited  is  the  new 
UK  distributor  for  this  range 
Please  send  orders  and  enquiries  to: 
GBM  Limited  .  PO  Box  69  .  Godalming  .  Surrey  GU7  2PB 
Tel:  0483  860881    Fax:  0483  425715 
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ABOUT  PEOPLE 


All  in  a  good 

causa.. 

After  20  years  in  the  Lions, 
Lancashire  pharmacist  Eric 
Fairbrother  was  last  week  elected 
governor  of  the  organisation's 
North  West  Britain  district. 


Eric  Fairbrother 


The  Lions  —  an  international 
voluntary  organisation  which 
raises  funds  for  charity  and  does 
good  works  —  has  60  clubs  in  the 
NW  district.  Visiting  them  all  in  his 
period  of  office  will  be  a  full  time 
job  in  itself  for  Mr  Fairbrother. 

He  became  a  Lion  after 
graduating  from  Liverpool  —  his 
first  employer  was  a  Lion.  He 
joined  local  clubs  as  he  moved 
around  the  country  before  settling 
in  Lytham  St  Annes  ten  years  ago. 
The  title  of  district  governor  will 
be  conferred  at  the  Lions 
Convention,  which  this  year  is 
being  held  in  Brisbane,  Australia. 

Back  home  Mr  Fairbrother  is 
currently  involved  in  getting  a 
"wish  week"  off  the  ground. 
Advertisements  in  the  local  Press 
ask  people  t<  >  nominate  a  "  wish  " . 
Provided  it  is  not  too  expensive  or 
outlandish  local  Lions  will  do  their 
best  to  fulfil  it. 

Fortunately  for  Mr 
Fairbrother  his  wife  is  involved  as 
much  as  he  is.  And  there  is  plenty 
of  pharmaceutical  support  too,  if  it 
is  required.  One  daughter  has 
recently  graduated  from 
Sunderland  and  the  other  is 
studying  at  Nottingham. 


The  winners  of  the  NPA/BPSA  quiz  pose  proudly  with  their  prizes!  They 
arc  Phillip  Hodgkinson  (right),  joint  second  prize  winners  Jacqui  Heron 
(ind  Hayley  Wells  (centre)  and  "an  unknown  friend"  (left),  who  collected 
James  Brown 's  award 


Mike  takes  the  burden 


Royal  Pharmaceutical  Society 
Council  member  Mike  Burden  has 
been  elected  chairman  of  the 
pharmacy  advisory  group  of  the 
Health  Education  Authority. 

The  Society's  president, 
Linda  Stone,  has  been  re-elected 
(  hairmanol  the  national  Home  and 
Leisure  Safety  Committee  of  the 
Royal  Society  for  the  Prevention 
of  Accidents. 

The  Society  is  to  nominate 
Miss  Melanie  Braithwaite,  a 
member  of  the  Agricultural  and 
Veterinary  Pharmacists  Group 
Committee,  as  director  to  serve 


on  the  board  of  the  Animal 
Medicines  Training  Authority 
(formerly  the  Animal  Health 
Trade  Associations  Group). 

At  this  month's  meeting, 
Council  placed  on  record  its 
appreciation  of  the  services  given 
by  Miss  Elizabeth  Foley,  has 
retired  as  secretary  to  the 
Statutory  Committee  due  to  ill 
health.  Apart  from  a  one-year 
break  of  service,  Miss  Foley  has 
been  on  the  Society's  staff  since 
May  1961.  She  had  been  in  the 
Statutory  Committee  post  since 
January  1974. 


3* 


Mrs  Joyce  Steele  of  the  Village  Pharmacy,  High  Ferrers,  Noiihants,  is 
donating  the  £50  she  has  won  in  a  Cuxon  Gerrard 's  competition  to  the 
Wellingborough  Talking  Newspaper.  Marketing  manager  David  Wain 
presented  the  cheque 


Bath  team 
wins  BPSA 
sports  final 

The  British  Pharmacy  Students 
Association's  sports  final,  held 
this  year  in  Sheffield,  has  been 
won  by  Bath  School  of  Pharmacy. 

Hosted  by  Nottingham,  the 
weekend  event  included  sports 
such  as  rugby,  football,  hockey 
and  netball,  and  more  sedate 
pursuits  like  chess,  dominoes  and 
tiddlewinks. 

The  event  normally  attracts 
some  700-800  students  from  the 
17  schools  of  pharmacy,  making  it 
Europe's  largest  student  sports 
event,  says  the  National 
Pharmaceutical  Association.  It 
was  sponsored  for  the  fifth  year 
running  by  Pharmacy  Mutual 
Insurance. 

The  NPA's  Colette 
McCreedy  and  Sally  Patterson 
were  on  hand  to  present  the 
prizes  and  organise  their  annual 
quiz  for  the  students. 

This  year's  questions  were 
based  on  the  NPA's  counter 
assistant's  course.  Students  were 
invited  to  see  how  their  product 
knowledge  matches  up  to  what  is 
required  from  assistants!  Some  50 
entries  were  received,  and  the  top 
mark. . .  a  mere  41  points. 

Phillip  Hodgkinson,  of  "The 
Square"  won  first  prize  of  £100. 
In  second  place  from  Cardiff  were 
Jacqui  Heron  and  Hayley  Wells, 
who  won  a  book:  "Symptoms  in 
the  pharmacy"  by  Dr  A. 
Blenkinsopp  and  Dr  A.  Paxton. 
And  third  was  James  Brown  from 
Portsmouth. 


Food  Brokers  Ltd  have  appointed 
Leon  Laider  to  the  board  of  Food 
Brokers  (Holdings)  Ltd.  Mr 
Laidler  is  product  development 
director  within  Food  Broker's 
marketing  department.  He  has 
worked  for  the  company  since  it 
began  trading  almost  30  years 
ago,  and  was  the  first  salesman  to 
be  employed. 


I  ypesetlmg  ."nl  graphii  s  by  Magsel  I.ld,  Sidi  up,  Ken!  Printed  by  Riverside  Press  Ltd,  St  Ives  pic,  Whitstable,  Kent.  Published  by  Benn  Retail  Publications  Ltd,  Sovereign  Way.  Tonbndge,  Kent  TN9  1RW. 
Registered  al  the  Posl  ( Iffii  easa  Newspaper  19/21/32s  Contents  Benn  Retail  Publications  Ltd  1991.  All  rights  reserved.  No  part  of  this  publication  maybe  reproduced,  stored  in  a  retrieval  system  or  transmitted 
in.  any  form  or  bv  any  means,  elei  tronii  .  mechanii  al,  pholoi  ops  ing,  recording  or  otherwise  without  the  P"or  permission  of  Benn  Retail  Publications.  Benn  Retail  Publications  Ltd  may  pass  suitable  reader  addresses 
toother  relevant  suppliers.  If  you  do  nol  wish  to  rei  rive  sales  information  from  other  companies,  please  write  to  Fraser  Murdoch  at  Benn  Retail  Publications  Ltd. 
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Be  prepared  for 

a  lift  in 
Senokot  sales 

A  new  £300,000  consumer  press 
campaign  in  support  of  Senokot  has  just  been 
launched,  and  will  run  throughout  1991. 
Stressing  Senokot's  natural  heritage  and  its 
tried  and  trusted  image,  the  advertisements  are 
sure  to  increase  consumer  demand;  so  be  sure 
to  stock  up  and  display  it. 

Senokot  not  only  offers  your  customers 
gentle,  effective  relief  of  constipation,  but 
also  offers  you  the  healthy  profits  of  a 
natural  bestseller. 


Senokot  | 

ft 

■S.  1     NN  A 
LAXATIVE 

CO  | 

Senokot 

Senokot 

A  Natural  Bestseller 


DESCRIBING  INFORMATION: 

ENOKOT:  Active  ingredients  Each  tablet  contains  standardised  senna  equivalent  to  7  5mg  total  sennosides  Each  5ml  spoonful  of  syrup  contains  standardised  senna  extract  equivalent 
7  5mg  total  sennosides  Each  5ml  (2  73g)  spoonful  of  chocolate  granules  contains  standardised  senna  equivalent  to  1  5mg  total  sennosides  Indications  Relief  of  constipation 
antra -Indications:  In  common  with  other  laxatives  Senokot  should  not  be  given  when  undiagnosed  acute  or  persistent  abdominal  pain  is  present  Further  Information:  Senokot  is 
>lon  specific  Dosage  and  Administration  Adults  and  children  over  12  —  2  tablets  in  24  hours,  or  2  x  5ml  spoonfuls  of  syrup,  or  1  level  5ml  spoonful  of  granules,  taken  at  night: 
hildren  6-12-  1  tablet  in  24  hours,  or  1  x  5ml  spoonful  of  syrup  or  V?  5ml  spoonful  of  granules  taken  in  the  morning,  Children  6  and  under  —  consult  your  doctor 
nnokot  tablets,  PL  0063/5000,  syrup,  PI  0063/5003,  granules  PL  0063/5002. 


»nokot  and  the  sword  and  circle  are  trademarks  Further  information  may  be  obtained  from  Reckitt  &  Colman  Products,  Hull,  HU8  7DS,  UK 


For  some  of  your  customers 

this  is  a 
Chamber  of  Horrors 


Microscopic  House  Dust  Mites  can't  be 
seen  with  the  naked  eye,  yet  they  are 
found  in  every  home  in  Britain.  They  live 
on  the  skin  scales  shed  by  humans  and 
animals,  and  are  found  in  the  greatest 
numbers  in  the  mattresses  and  soft  furnishings  of 
bedrooms.  Despite  their  size  House  Dust  Mites  are  a 
serious  problem.  It's  been  clinically  proven  that  they 
release  potent  allergens  into  the  air, 
which  are  major  'trigger'  factors  in 
Asthma  and  allergic  conditions  such 
as  Perennial  Rhinitis  and  Eczema. 
So,  for  some  of  your  customers,  the 
bedroom  can  be  a  dangerous  place. 
New  Actomite 
destroys  the  threat 
Actomite  is  an  easy-to-use, 
effective,  CFC-free  spray.  It  is 
proven  to  destroy  House  Dust  Mites, 


;  ACTOMITE 


L.  O 


ACTOMITE 

Actively  Controls 
House  Dust  Mites 


their  larvae  and  eggs  so  thoroughly  that  their  numbers 
are  significantly  reduced  for  up  to  three  months. 
Actomite  is  spreading  the  word 

A  £500k  initial  launch  campaign  will  explain  the 
danger  of  House  Dust  Mites  and  the  solution 
nationwide,  through  full  colour  advertisements  in  the 
Women's  and  Parental  press  and  informative 
FREE  leaflets. 

100  Gold  Cross  and  Searle 
Representatives  will  be  telling  the 
compelling  story  to  Hospital 
tm        Specialists  and  GPs  too,  combined 
with  impactful  advertising  in  the 
medical  press. 

Stock  and  recommend  Actomite  now, 
help  your  customers  to  protect 
themselves  and  their  families 
against  the  threat  of  the  House 
Dust  Mite. 


Actomite  is  a  trademark  of  G.D.  Searle  &  Co 


Exclusively  Through  Chemists 


Searle  Consumer  Products 

PO  Box  53,  Lane  End  Road,  High  Wycombe, 
Buckinghamshire  HP12  4HL. 
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Give  your  sales  a  healthy  boost  this  Spring  with  the  excit- 
ing new  look  Evans  vitamin  and  supplement  range.  Modern  and 
colourful,  these  attractive  new  packs  have  been  designed  to  appeal 
to  the  eye  and  the  pocket.  To  create  maximum  impact  the  new 
packaging  is  also  reflected  on  the  shelf  strips  and  information 
leaflets  available  as  point  of  sale  material. 

The  new  design  is  a  wholesome  reflection  of  the  value  for 
money  product  inside  each  pack  -  a  nine  product  quality  vitamin 
and  supplement  range  with  two  new  additions.  Royal  Jelly  and 
Garlic.  None  contain  added  preservatives  or  artificial  colours. 

The  new  look  Evans  Vitamin  range  has  opportunities  for 
everybody.  So  stock  up  now  with  Evans  -  THE  SALES  BOOSTER. 

For  further  information  see  your  local  Evans  representative. 

VITAMINS 


s 


>FOR  EVERYBODY 


lEVANS 


Evans  Medical  Limited.  Langhurst.  Horsham,  West  Sussex,  RH12  4QD.  Tel:  0403  41400. 


STAYING  HEALTHY 


A  CHEMIST  &  DRUGGIST  SUPPLEMENT 

Boning  up  on  calcium  i  anie  Sheridan  on  calcium  supplements 
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HELPING  A  BODY 
SLIM 

Dieting's  tough.  Hut  we  can 
make  it  easier.  For  those  with 
a  good  appetite  cutting  down 
on  food  is  not  easy.  Hut  just 
three  Figure  Trim  8  capsules 
a  day  will  stop  them  feeling  so 
hungry.  It's  a  great  help. 

Figure  Trim  8  capsules 
contain  a  plant-source 
ingredient  that  swells  gently 
in  the  stomach  to  take  the 
edge  off  hunger.  They 
certainly  make  dieting 
easier,  and  can  help 
slimming  or  weight  control 
but,  of  course,  only  as  part  of 
a  calorie-controlled  diet. 


Waterfall  ( lapsulesare  the  ideal  supplement  for 
women  to  take  before  their  periods  or  for  those  on 
a  calorie-controlled  diet.  They  provide  herbal 
extracts  which  can  help  maintain  normal  body 
water  balance.  They  make  a  woman  feel  more  at 
one  with  her  clothes  and  herself. 


si 
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BUILDING  A  BODY'S  IRON 

For  those  in  need  of  an  iron  supplement  to  balance  their 
diet  and  to  safeguard  their  intake  of  this  vital  mineral. 
FS<  1  Blackstrap  Molasses  Iron  (lapsulesare  ideal.  They 
contain  natural  source  molasses  and  extra  organic  iron 
so  that  just  one  capsule  a  day  will  ensure  the  full  daily 
amount  to  help  maintain  normal  energy  levels. 


S250K  NATK  )NAL  AI  )VERTISIN(  i  SPEND  *  SUBSTANTIAL  PR/P(  )S  SUPP<  >RT 


Health  Si  Diet  Company  Limited,  Seymour  House.  South  Street,  Godalminft,  Surrey  (  a '7  I  li/,  Products  available  direet  (phone  048.1-426666)  or  from  your  Wholesaler. 
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CALCIUM 


Boning  up  on  calcium 


by  Janie  Sheridan 


T"  t  is  a  commonly  held 
§    belief  that  the  amount 
I    of  calcium  in  the  diet  is 
vitally  important  for 
healthy  growth  of  bone 
and  that  in  many  western 
societies,  people  are  deficient 
in  calcium  due  to  poor  dietary 
intake. 

While  calcium  is  necessary 
for  the  growth  of  healthy 
teeth  and  bones  it  is  not 
necessarily  the  amount  of 
calcium  in  the  diet,  but  the 
amount  absorbed  from  the 
gut  and  retained  by  the  body, 
that  is  important.  The  small 
percentage  of  calcium  in  the 
plasma  is  vital  for  functions 
such  as  release  of 
neurotransmitters  in  the 
nervous  system  and  muscle 
depolarisation. 

There  are  conflicting 
views  on  the  value  of  calcium 


supplementation  of  the  diet 
and  when  vour  customers 
ask  for  advice  on  calcium 
supplements  —  their  uses, 
dosages,  when  and  who 
should  take  them  —  you  may 
be  unclear  on  how  to 
respond.  Consumers  may 
already  have  strong  views 
themselves.  Therefore  it  may 
be  useful  to  look  at  the 
history  of  calcium 
supplementation. 

Looking  back 

Early  this  century,  American 
textbooks  on  nutrition 
encouraged  the  idea  that 
calcium  deficiency  was 
common.  Between  1920  and 
1950,  Sherman's  "Chemistry 
of  food  and  nutrition"  stated 
that  "The  ordinary  diet  of 
Americans  and 


Europeans. . . .  was  often  more 
deficient  in  calcium  than  in 
any  other  element." 

Evidence  to  support  this 
came  from  experimental  data 
which  assumed  that  in  people 
with  a  negative  calcium 
balance  the  addition  of  the 
apparent  dietary  calcium 
requirement  would  bring 
them  back  into  balance.  The 
dietary  requirement  was 
calculated  as  the  "sum  of  the 
calcium  balance  and  the 
dietary  intake  after  an  abrupt 
change  (usually  decrease)  in 
diet  over  a  few  days." 

The  first  error  with  this 
was  that  is  assumed  that 
absorption  of  calcium  from 
the  gut  was  100  per  cent  and 
secondly  it  failed  to  take 
adaptation  to  low  calcium 
intake  into  account. 
Individuals  with  low  calcium 


intake  will  initially  have  a 
negative  calcium  balance,  but 
after  a  period  of  time,  maybe 
several  months,  balance  is 
restored.  Much  of  the  work 
done  on  calcium  requirements 
used  abrupt  changes  in  intake 
over  a  few  days. 

In  1984  the  USA  National 
Institute  of  Health  supported 
a  dietary  intake  of  l,000mg  of 
calcium  per  day  for 
premenstrual  women  and 
1,500  per  day  for  post 
menstrual  women  not  on 
oestrogen  replacement 
therapy.  These  figures  were 
largely  based  on  balance 
experiments.  Flaws  in  the 
balance  studies  were 
appreciated  by  the  WT 1Q  and 
the  Food  and  Agriculture 
Organisation  who  stated  that 
high  calcium  intakes  were  not 
necessary  and  that  adults 
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AGE 
Children  1-8  years 
Children 14  years 
Adults  15-17years 
Adults  18+  years 
Pregnant  women  in 
months  2-3 

Breast-feeding  mothers 


DAILY  C  ALCIUM  REQUIREMENT 

500mg 
700mg 
600mg 
500mg 

l,200mg 
l,200mg 


needed  only  40()-50()mg  per 
day.  I  he  I'k  supports  this 
ofric  ially  whereas  other 
countries  may  favour  the  USA 
figures. 

It  was  believed  that 
calcium  supplements  might 
be  given  to  strengthen  the 
bones  of  those  suffering 
delcak  ification  or 
osteoporosis.  Evidence  to 
support  the  tac  t  that  calcium 
supplementation  is  related  to 
a  decrease  in  bone  fractures  in 
the  elderly  is  not  convincing. 
C  onfounding  factors  such  as 
exercise  taken  during  lifetime, 
genetic  make-up  and  peal 
bone  mass  are  also  related  to 
fracture  rates. 

Rec  ently,  however, 
researchers  have  found  a  link 
between  calcium 
supplementation  and  bone 
demineralisation  (calcium 
loss).  Results  suggest  that 
while  bone  mineral  content 
fell  in  those  on  calcium  and 
those  on  a  placebo,  the  total 
bone  mineral  loss  in  pi >st 
menopausal  women  was 
reduced  by  calcium 
supplementation.  The 
reduction  of  bone  mineral  loss 
in  postmenopausal  women  on 
hormone  replacement 
therapy  (1 IRT)  is  w  ell  known, 
but  not  all  women  are  suited 
to  this  treatment  so  these 
results  may  be  encouraging 
tor  tin1  use  ol  cal<  ium  as  an 
alternative. 


Requirements 

Calcium  is  required  foi  tin1 
development  of  the  skeletal 
strut  ture  and  calc  ium 
defic  ient  v  tan  lead  to  bone 
demineralisation .  Another 
cause  is  hormonal  change 
(oestrogen  levels)  in 
postmenopausal  women    1  he 
problem  ot  osteoporosis  and 
fractures  is  more  common  in 
these  women  than  in  any 
other  group  ot  healthy 
individuals. 

1 1  ital  ( al(  Him  in  the  hi idy 
is  maintained  within  close 
limits  mainly  bv  parathyroid 
hormone.  When  the  calc  mm 
level  is  low,  sei  retion  oi 
parathyroid  hormone  is 
inc  reased  and  this  leads  to  a 
release  of  ( ak  ium  I  n  im  bone 
and  an  im  l  ease  in  c  ak  mm 
absorption  from  the  gut, 
tat  ilitated  by  l,2,5-3dihydroxy 
vitamin  I ).  (  ak  itonin, 
another  hi  irm<  me  set  reted  by 
the  thyroid  gland,  reduces 


calcium  levels  in  the  plasma 
by  reducing  calcium  loss  from 
bone.  Oestrogen  reduces 
t  ak  ium  loss  from  bone  partly 
by  interfering  with  the  actions 
of  parathyroid  hormone 

Calcium  requirements  vary 
during  a  lifetime.  Peak 
requirements  occur  during 
the  first  few  months  of  life, 
during  adolescence  and  in 
women,  during  pregnancy 
and  lactation.  Breast-feeding 
women  require  an  increased 
calcium  intake  during 
pregnancy  and  breast-feeding 
though  this  may  be 
accomplished  purely  by  an 
adjustment  of  diet.  There  is 
no  general  agreement  on 
these  intake  values  (see  table- 
tor  Department  of  I  lealth's 
recommendations). 
Recommended  values  for 
calcium  supplements  in  post 
menopausal  women  and  the 
elderly  also  vary  widely  and 
are  based  on  interpretation  of 
research  results. 

Why  take  calcium? 

Although  there  is  a  need  for 
an  iiu  lease  in  cak  mm  in  the 
diet  at  various  times  o!  hie 
there  is  no  clear  evidence  to 
support  the  use  ot  calcium 
supplements  to  the  diet. 
Evidence  that  c alcium 
supplementation  has  any 
beneficial  effect  on  bone 
fracturing  is  inconclusive  and 
many  of  the  results  are  in 
direct  conflict  w  ith  each  other. 
So  why  should  we  advise 
certain  customers  to  use 
i ak  mm  supplements? 

I  here  is  widespread  belief 
(hat  the  effec  ts  of  cak  ium 
supplementation  tan  be 
shown  to  be  moderate  and 
that  as  the  use  ol  cak  mm 
supplements  is  sale  (see  later 
lor  exceptions),  they  should 
be  encouraged  in  groups  ol 
indiv  iduals  in  whom  there 
would  be  a  benefit,  however 
small 

I  he  main  problem  with 
cak  mm  loss  horn  the  body  is 
osteoporosis  which  increases 
the  risk  of  bone  fractures. 
C  )ther  advic  e  d  >  customers 
would  be  to  inc  rease  the 
amount  ol  exercise  they  lake 
by  doing  more  walking  and 
swimming.  Violent  exercise' 
should  be  avoided  as  this  may 
inc  rease  the  risk  ol  fractures. 
Post-menopausal  w  omen  may 
be  advised  to  seek  extra 
advic  e  from  then  dot  tor 
concerning  1  IK  I  and  w  here 


tins  has  been  deemed 
inappri  ipriate,  lor  example  in 
peripheral  vase  ular  disease  or 
thromboembolism,  i  ak  ium 
supplements  should  be 
encouraged. 

When  problems  arise 

1  here  may  be  problems 
assoi  iated  with  calcium 
supplementation 

1.  Hypercalcaemia.  This  is 
unlikely  to  occur  in  normal 
individuals  as  the  body's 
control  mechanisms  tor 
maintaining  calcium  levels  are 
very  effic  ient.  C  ertain 
conditions  can  lead  to  the 
disruption  of  calcium  control 
mechanisms,  such  as 

h  y  pe  r  pa  ra  thyroidism, 
decalcifying  tumours  and 
excessive  intake  of  vitamin  D 

2.  Constipation.  C  alcium 
supplementation  has  been 
qui ited  as  causing 
constipation.  Patients  prone 
to  constipation  should  be 
monitored  lor  this  side-effect. 
1  his  may  include  patients  on 
other  drugs  which  can  cause 
constipation. 

3.  Alteration  of  gastric  acid 
secretions.  Calcium 
carbonate,  while  being  the 
most  common  calcium 
supplement,  is  also  used  to 
neutralise  gastric  acid. 
However,  a  high  dose  can 
cause  the  effect  of  extra  ac  id 
being  secreted  and  is  known 
as  "acid  rebound".  At 
recommended  doses  for 
calcium  carbonate 
supplements,  this  should  not 
be  a  problem. 

Drug  interactions 

There  .ire  two  mam  problems 
associated  with  the 
concurrent  use  ot  calcium 
supplements  while  taking 
other  drugs. 

1.  Tetracycline.  C  alc  ium  ions 
i  an  interfere  with  the 
absorption  of  tetracycline 
from  the  gut,  thus  reducing 
the  level  of  drug  and  affecting 
efficacy  of  tetracycline. 

2.  Thiazide  diuretics.  I  hose 
diuretics  can  reduce  the 
excretion  of  cak  ium  and 
therefore  there  is  an  increased 
risk  ol  hypercalcaemia.  I  his  is 
partic  ularlv  important  in  that 
most  patients  on  thiazides 
will  be  elderly  and  they  are 
most  prone  to  bone  fractures 
and  may  be  keen  to  take 

calc  ium  supplements  II 
lakmg  the  two  concurrently, 
patients'  <.  ak  ium  levels 
should  be  monitored  by  the 
di  k  toi 

There  have  also  been 
reports  ot  tamoxifen  use  being 
related  to  hypercalcaemia  and 
t  alcium  supplements  should 
be  avoided  in  patients  taking 
this  drug. 


What  to  recommend 

I  here  arc  many  calcium 
supplements  on  the  market 
Mi  ist  i  if  them  1 1  intain  c  alcium 
carbonate  which  is  cheap  and 
adequately  bioavailable.  Some 
products  contain  calcium 
phosphate  which  is  poorly 
absorbed.  Other  calcium  salts 
may  be  used  such  as  lactate 
and  gluconate,  but  will  be 
required  in  larger  quantities  as 
the  av  ailable  calcium  from 
them  is  relatively  lower  than 
w  ith  calcium  carbonate 

Y<  hi  may  wish  ti  >  advise 
your  patients  to  increase  their 
dietary  intake  of  calcium  in 
addition  to,  or  rather  than, 
taking  any  proprietary 
products,  hoods  rich  in 
calcium  include  milk,  cheese, 
yoghurt,  broccoli.  As  the  most 
common  source  ot  calcium  in 
diet  is  in  dairy  products,  it 
may  be  advisable  t<  i 
recommend  low  tat  products 

Bone  fractures  have  a 
dramatic  effect  on  lifest\  le 
and  have  wide  implications 
for  the  healthcare  serv  ices  as 
care  and  treatment  are  a  great 
drain  on  resources.  Although 
there  are  conflicting  research 
results  of  the  effects  and 
advantages  of  calcium 
supplementation,  there  does 
not  seem  to  be  any  reason  to 
discourage  it  even  if  benefits 
are  fairly  modest,  and  there 
are  no  contraindications. 


Practice  points: 

1.  Calcium  requirements  are 
higher  in  infants,  growing 
adolescents,  pregnant  and 
breastfeeding  mothers  and 
probably  in 

pi  istmenopausal  women 
and  the  elderly. 

2.  Adv  ise  an  increase  in 
regular  exercise  for  all  your 
clients.  (This  good  habit 
should  be  acquired  in 
childhood)  In  those  at  risk 
ot  osteoporosis  and 
fractures  exercise  should 
not  be  violent 

3.  Smoking  and  alcohol 
consumption  have  been 
associated  with 
osteoporosis. 

4.  I  1R1  should  be 
encouraged  tor 
prophylaxis  against 
osteoporosis. 

5.  .Av  oid  calcium 
supplements  w  ith 
tetrat  yc  lines 

b.  .Avoid  cak  ium 
supplements  with 
tamoxifen. 

7.  I  hiazide  diuretics  reduce 
calcium  exi  retion      risk  ot 
hypercalcaemia 

8.  1  here  is  a  risk  ol 
constipation  with  calcium 
supplements, 


lanie  Sheridan,  MRPImnnS,  is  Boots  teaehei  yractitionei  al  The  School  ol 
Pharmth  i/,  ( luiivrsih/  <>/  /  ondon 
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THE  MARKET 


Dietary  supplements  — 
a  market  overview 


he  market  for 
dietary 

supplements  is 
valued  at  around 
1220m  (end  1990) 
and  growing  some  25  per 
cent  year  on  year.  It 
comprises  vitamins, 
minerals,  fish  oils,  and  so- 
called  natural  remedies  such 
as  evening  primrose  oil, 
ginseng,  garlic,  royal  jelly,  as 
well  as  herbal  and 
homoeopathic  remedies  (not 
discussed  here).  A  Projection 
2,000  market  report*  has 
predicted  that  the  market 
(estimated  at  1240m  in  1990) 
will  be  worth  some  £750m  by 
the  year  2,000. 

Dietary  supplements  have 
been  the  fastest  growing 
sector  of  the  OTC  medicines 
market  for  several  years.  The 
major  dynamics  have 
included  a  growing 
awareness  about  sensible 
nutrition  and  healthy 
lifestyles  and  a  trend  towards 
natural  remedies,  backed  by 
evidence  of  their  efficacy 
from  scientific  research. 

One  in  four  adults  in 
Britain  now  take  some  form 
of  food  supplement  and  one 
in  three  professional  people 
take  multivitamins  compared 


with  12  per  cent  of  working 
class  families.  One  in  three 
women  use  food 
supplements  and  one  in  four 
men,  according  to  "The 
Vitalia  market  report"**. 

Vitamins  still  account  for 
the  largest  share  of  the 
market,  with  multivitamins 
worth  £60m  and  single 
vitamins  £32m  (vitamin  C 
£T0m,  B  complex  £8m,  E 
£6m,B6£6m).  Single 
minerals  continue  to  be 
important  and  there  are  a 
growing  number  of  "mixed" 
products  containing 
combinations  of  vitamins  and 
minerals,  in  a  market  that  is 
becoming  increasingly 
fragmented. 

Fish  oils  are  the  fastest 
growing  sector,  worth  over 
£25m,  and  forecast  to  reach 
£30m  or  more  by  the  end  of 
1991.  EPO  sales  are  still 
buoyant  (£20m)  and 
continued  growth  is  expected 
as  with  ginseng  (£10m). 
Royal  jelly  (£17m)  is  expected 
to  rise  to  £20m  in  1991,  and 
garlic  (£8m)  to  £  10m. 

The  Vitalia  report 
attributes  this  growth  to 
heavy  promotion  and 
advertising,  and 
manufacturers  continue  to 


spend  increasing  amounts  on 
this. 

Healthfood  stores  are  still 
the  primary  outlets  for 
dietary  supplements  with  31 
per  cent;  Boots  take  28  per 
cent,  other  chemists  22  per 
cent,  and  grocers  10  per  cent 
according  to  Booker 
Nutritional  Products. 
Looking  at  growth  patterns, 
these  are  9  per  cent,  27  per 
cent,  22  per  cent  and  67  per 
cent  respectively. 

In  the  pharmacy  sector, 
the  top  ten  vitamins  are: 
Sanatogen,  Haliborange, 
Seven  Seas,  Orovite  7, 
Unichem,  Supradyn,  Vitalia, 
Vykmin,  Booker  and  Evans, 
according  to  Nielsen. 

Although  the  future  for 
dietary  supplements 
continues  to  look  bright, 
there  are  a  some  clouds  on 
the  horizon. 

The  first  is  European 
harmonisation.  The  changes 
that  will  be  necessary  after 
1992  are  still  unclear.  An  EC 
draft  Directive  is  expected 
soon.  Debate  centres  over  the 
dosage  levels  of  vitamins  that 
can  be  sold  in  products 
described  as  supplements. 

There  are  variations  in 
recommended  daily 


allowances  throughout 
Europe;  if  an  upper  limit  of 
three  times  the  UK  RDA  was 
adopted,  40  per  cent  of  the 
products  in  the  UK  would 
nave  to  be  taken  off  the 
market,  some  claim. 

Another  "cloud"  is  the 
increasing  controversy  in  the 
market,  the  latest  being  over 
the  role  of  vitamins  in 
children's  intelligence.  And 
there  have  been  a  number  of 
"scares",  culminating  in  the 
Royal  Pharmaceutical 
Society's  call  for  a  review  of 
the  legal  status  of  dietary 
supplements. 

But  manufacturers  feel 
that  the  market  is  not  one 
that  reacts  badly  to  scares. 
Long  term  users  remain 
faithful  to  their  products, 
although  some  'dippers" 
and  "agnostics"  might 
become  confused  and 
resentful,  say  Booker. 

Recognising  this,  various 
manufacturers  have  set  up 
advice  lines  and  information 
services  to  set  such 
consumers'  minds  at  rest. 

*  Projection  2,000  Ltd.  Tel: 
081-806  3139. 

**  "The  Vitalia  market  report" . 
Tel:  0442  231155. 


Pharmacy  statistics 

Nielsen's  latest  figures  on  the  vitamin,  mineral  and  supplements  (VMS)  market  in  pharmacies 


1.  Market  leaders  in 

pharmacies  MAT  to 

Dec  90 

Top  5  brands 

alphabetically 

A)  Adult 
Multivitamins 

Sanatogen 
Seven  Seas 
Supradyn 
Unichem 
Vitalia 

B)  Child 
Multivitamins 

Haliborange 
Sanatogen 

Seven  Seas  (Minadex) 

Supradvn 

Vitalia 


C)  Single  Vitamins 

Healthcrafts 
Redoxon 
Sanatogen 
Seven  Seas 

D)  Dietary 
Supplements 

Efamol 
Healthcrafts 
Hotels 
Kvvai 

Seven  Seas 

E)  Fish  Oils 

Haliborange 
Sanatogen 
Seven  Seas 


2.  Market  size  and  sector  shares  MAT  to 

December 

PHARMACIES  ONLY 

1989 

1990 

Sterling  Total 

37.8m 

46.2m 

Adult  Multivitamins 

23.1% 

20.8% 

Child  Multivitamins 

4.1% 

3.8% 

Single  Vitamins 

18.4% 

17.3% 

Dietary  Supplements 

32.7% 

34.1% 

Fish  Oils 

21.6% 

24.1% 

Packages  Total 

18.1m 

20.0m 

3.  Multivitamins  in  Grocers  &  Pharmacies 

1989 

1990 

Sterling  Sales 

18.3m 

21.9m 

Package  Sales 

10.5m 

11.7m 

Share  of  Trade  Sterling 

48.1% 

Grocers 

43.9% 

Pharmacies 

56.1% 

51.9% 
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I/Vhy  would 
jshe  choose  our 
Cod  Liver  Oil? 


It's  perfectly  natural. 

Given  the  choice,  people  will  always  opt  for  a  name  they  recognise  and 
ust.  And  they  certainly  recognise  SANATOGEN,  because  it's  traditionally  been 
acked  by  the  largest  promotional  campaign  in  the  total  supplements  market. 
Quite  simply  it's  more  visible. 

And  they  trust  it  too,  because  SANATOGEN  has  always  offered  quality 
id  value  for  money. 

SANATOGEN  Originals  Cod  Liver  Oil  is  a  natural  choice  because  its  high 
uahty  oil  is  pure  and  natural,  and  it's  also  very  easy  to  take.  It  comes  in  a  cleverly 
ssigned,  anti-drip,  easy  to  pour  bottle  with  an  easy  to  open  top  and  a  free 
leasunng  cup.  Even  people  who  have  difficulty  with  stiff  or  arthritic  fingers  can 
anage  easily. 

So  when  you're  re-ordering  Cod  Liver  Oil  make  sure  it's  one  people 
cognise,  both  for  its  value  for  money  and  its  pure  and  natural  qualities. 

Make  sure  you  stock  SANATOGEN  Natural  Cod  Liver  Oil,  and  give  your 
jstomers  the  choice. 


COD  I 
LIVER 
OIL 

with  vitamins  A.  13  urn]  9 


Helps  maintain  suppleneJ 
and  flexibility  in  the  joint! 
and  ;i  healthy,  lit  body. 


240ml 


Sanatogeri 


COD 
LIVF.R 
OIL 


FIS°NS 


Fisons  are  claiming  a  first  in  the 
vitamins  market:  an  on-pack 
promotion  on  Sanatogen  single 
vitamins  which  is  being  supported 
by  a  national  Press  campaign.  The 
promotion  features  a  consumer 
offer  of  a  copy  of '  'The  wholefood 
cookbook"  (rsp  £5.95),  free  with 
two  tokens  off  any  packs.  It  is 
being  advertising  in  women's 
magazines  and  Sunday  supple- 
ments; each  advertisement  in- 
cludes a  starter  token. 


Cutler's  say  dubious  claims  and  high  pricing,  have  lead  to  a  certain 
amount  of  scepticism  about  the  real  benefits  and  value  of  royal  jelly. 
They  also  say  that  the  presence  of  additives,  and  the  use  of  freeze- 
drying  to  increase  shelf  life  has  cast  doubts  over  claims  of 
"freshness".  Cutler's  royal  jelly  is  additive  free;  it  is  refrigerated  and 
shipped  in  an  insulated  pod,  and  will  remain  fresh  in  a  cooling 
cabinet  for  up  to  six  months.  Each  20g  jar  provides  one  month's 
supply,  with  a  daily  dosage  of  660mg,  and  retails  at  £14.95.  Contact 
Cutlers  Royal  Jelly,  126  Brompton  Park  Crescent,  Seagrave  Road, 
London  SW6  ISP.  Tel:  071-372  1827. 
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Norgine  are  launching  a  brand 
of  evening  primrose  oil 
capsules  in  two  strengths  — 
250mg  (90  £3.99)  and  500mg  (30 
£2.99).  An  introductory  offer  of 
33  per  cent  free  in  the  500mg 
pack  is  available  through 
major  wholesalers.  Norgine 
also  distribute  the  Evening 
Primrose  Oil  Company's 
EPOC  range,  which  has  seen  a 
30  per  cent  increase  in  sales 
since  their  relaunch  last 
September.  The  best  seller  has 
been  the  new  lOOmg  size  pack, 
say  EPOC.  The  brand's  success 
is  attributed  in  part  to  better 
targeted  marketing  support, 
including  an  ongoing  adver- 
tising campaign  which  con- 
tinues throughout  1991. 


Tonics:  Metatone  tonic  is  the 
brand  leader  in  the  £7.8m  OTC 
tonic  market,  according  to  its 
manufacturers  Warner- 
Lambert,  who  also  say  that 
tonics  are  becoming  increas- 
ingly popular  with  the  growth 
in  consumption  of  vitamins 
and  minerals.  Pharmax,  who 
make  Effico  tonic,  estimate  the 
market  for  vitamin  B  tonics  at 
almost  £5m,  and  say  their  share 
is  22  per  cent. 


0U  s  vV\^1NS 


Crookes  are  concerned  with  ensuring  that  their  products  meet  the 
customers'  needs  and  expectations.  Consumers  now  prefer  vitamin 
supplements  to  be  as  natural  as  possible,  says  the  company.  It  is 
currently  looking  at  the  formulation  of  its  "one-a-day"  range,  and 
will  be  launching  a  reformulated  range  reflecting  these  preferences 
later  this  year.  Out  will  go  added  sugar  and  sugar  coating.  Each 
preparation  will  contain  the  recommended  daily  allowance  of  each 
vitamin  concerned,  Crookes  promise. 


^^^^ 


Smithkline  Beecham's  range  of  vitamins  and  minerals  was  given  a 
more  consistent  look  some  three  months  ago;  the  products  were 
repackaged  into  tubs. 


Windsor  are  supporting  Woman 
Kind  with  a  major  consumer  sam- 
pling campaign  which  will  run 
throughout  1991  in  the  leading 
national  women's  Press.  "As  well 
as  sampling  offers,  we  will  also  be 
investing  in  money-off  coupons 
which  will  substantially  increase 
off-take  and  support  the  inde- 
pendent pharmacy  trace,"  says 
marketing  manager  Andrew 
Dixon.  In  pharmacy,  the  calcium 
supplement  sector  is  worth  £4m, 
with  B6,  the  other  active  area  for 
Woman  Kind,  worth  over  £10m, 
say  Windsor. 


Pride  de  la  femme  was  launched 
last  month  by  Prideseek  Ltd.  It  is  a 
combination  of  vitamins  and 
minerals  with  royal  jelly  and  aloe 
vera,  specially  formulated  for 
women.  It  is  positioned  as  a 
beauty  supplement  for  those 
whose  lifestyle  can  lead  to  an 
inadequate  diet.  The  launch  is 
being  supported  by  a  PR  campaign 
in  women's  magazines  and 
national  Press,  sampling  and  other 
promotions.  Contact  Martin 
Shirran,  Prideseek  Ltd, 
3  Broadlands,  Brixworth,  North- 
ampton NN6  9BH.  Tel:  0604 
881724/881166. 


Lichtwer  Pharma  are  investing  overll. 3m  on  marketing  Kwai  garlic 
this  year,  with  a  PR  programme,  consumer  sampling  and  mass 
consumer  advertising  campaign.  This  month  they  are  sponsoring  the 
LBC  radio  "Bodytalk"  programme  on  Sundays,  which  is  being 
introduced  as  "Bodytalk  with  Kwai  garlic  —  Europe's  leading 
healthcare  product". 

Lichtwer  Pharma  have  invested  over  16m  in  research  studies  on 
Kwai,  some  23  to  date.  They  say  Kwai  are  ideal  for  use  in  clinical  trials 
due  to  their  high  standardised  level  of  alliin  and  special  tablet  coating 
which  controls  both  the  odour  and  taste. 


Quest  say  that  quality,  purity 
and  safety  are  the  standards  by 
which  thev  wish  to  have  their 
products  measured.  To  fully 
inform  stockists  about  these 
products  and  topical  nutrition- 
al subjects,  frequent  seminars 
are  held  throughout  the  UK, 
and  day  to  day  inquiries  are 
answered  by  an  office  based 
nutritionist.  Details  on 
manufacturing  technology, 
product  formulation,  product 
training  seminars  and  the 
margins  available  on  the  range, 
can  be  obtained  from  Quest 
Vitamins  Ltd,  Customer 
Services,  Birm 


Pharmaton  are  planning  a 
major  promotional  campaign 
for  their  capsules  in  1991, 
through  UK  distributors 
Unichem.  A  series  of  consumer 
campaigns  are  planned 
throughout  the  year,  starting 
next  month  in  ES  magazine, 
the  Evening  Standard's 
monthly  supplement,  and 
Good  Housekeeping.  Pro- 
motional activity  in  1990 
included  a  national  television 
advertising  and  endorsement 
of  the  brand  by  television 
celebrity  Liza  Goddard,  which 
continues  in  1991.  Sales  of 
Pharmaton  capsules  increased 
by  75  percent  in  the  ten  months 
to  November  1990,  and  sales  of 
Kiddi  Pharmaton,  a  fruit 
flavoured  children's  multi- 
vitamin syrup  introduced  early 
last  year,  have  exceeded 
expectations,  say  Pharmaton. 


Healthilife  are  running  a 
competition  to  coincide  with 
the  'aunch  of  three  new  creams 
into  their  Super  body  tone 
range  —  evening  primrose  oil, 
vitamin  A  and  vitamin  E. 
Customers  have  to  complete  an 
in-store  leaflet,  available  in  a 
counter  dispenser.  The  top 
prize  is  a  holiday  for  two  in  San 
Diego,  California.  100  runners- 
up  will  receive  Super  body 
tone  hold-alls  and  matching 
beach  towels.  The  competition 
runs  from  April  1  to  June  30. 
The  retailer  who  provides  the 
winning  customer  will  also 
win  a  holiday.  There  are  hold- 
alls and  towels  for  the  first  400 
retailers  who  order  one  case 
each  of  all  the  products  in  the 
range. 
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Theravit's  Vitalert  range  comprises  ten  products,  each  targeted  at  a 
particular  group  of  people  —  women,  men,  dieters,  and  smokers,  for 
example.  Consumers  want  specific  products  which  are  directly 
related  to  their  needs  or  lifestyle,  say  Theravit.  They  are  promoting 
the  range  in  the  consumer  Press,  to  attract  customers  who  have  never 
taken  vitamins  and  mineral  supplements.  Their  newest  product  Big 
orange  vitamin  C  75mg  tablets  come  packaged  in  a  plastic  orange. 
Tom  Kemeney,  director  of  Theravit,  feels  the  innovatory  packaging 
will  help  to  expand  the  vitamin  C  market  by  attracting  new  users. 


VITAMINS 
MINERALS 

SPECIFIC  NUTRITIONAL  SUPPLEMENT 


CHILDREN  TEENAGERS 


WOMEN 


MEN 


SENIORS 


SMOKERS 


STRESS  '*'RCIS! 

EXERCISE 


/IMC 


jddlEMENT 


A  1250,000  advertising  campaign  for  Regina  royal  jelly  and  the 
evening  primrose  oil  and  royal  ginseng  products  launched  last 
Autumn  is  now  running  in  a  variety  of  womens  magazines,  says 
Regina's  Pam  Francis.  Advertisements  will  continue  to  appear  in 
Cosmopolitan,  Good  Housekeeping,  Country  Living,  Woman's 
Journal,  She,  Hello  and  Harpers  and  Queen  until  May.  The 
company's  main  activity  this  year  will  be  a  Spring  promotion,  says 
Ms  Francis;  an  extra  free  on-pack  promotion  starting  next  month  will 
offer  a  month's  supply  of  EPO  or  ginseng  with  30  capsules  of  royal 
jelly.  Posters  detailing  the  promotion  will  be  available. 


Romanda  Flealthcare  deal  in  bulk  and  blister-packed  vitamin 
capsules,  which  they  say  are  made  with  50  per  cent  less  gelatin, 
making  them  finer  and  easier  to  swallow.  Made  in  Switzerland,  the 
range  includes  vitamin  E,  EPO,  royal  jelly,  garlic  oil,  and  fish  oils. 

They  also  produce  a  range  of  powdered  supplements,  which  can 
be  taken  on  the  tongue  or  sprinkled  on  food.  The  formulas  comprise 
a  blend  of  vitamins  and  minerals  in  a  base  of  beetroot,  carrot, 
asparagus,  spinach,  orange  and  apple.  Variants  include  hair,  stress, 
vitamin  and  mineral,  B6,  B12  ana  C  with  bioflavonoids,  in  50g  tubs 
(rrp  16.90);  one  to  four  measures  are  taken  daily. 

Romanda  are  offering  pharmacists  a  special  introductory  price  of 
13  per  tub;  there  is  no  minimum  order  quantity.  Contact  Jan  Adams, 
Romanda  House,  24  Ashley  Walk,  London  NVV7  1DU.  Tel:  081-346 
0784. 


\ 


THE  BENEFITS  OF  PHARMATON 
ARE  ON  THE  BOX. 


1 


As  the  writing  on  the  box  will  tell  you,  Pharmaton  capsules 
contain  the  vitamins,  minerals  and  Ginseng  Extracts  everybody 
needs  to  stay  bouncing  with  health.  ( If  you've  seen  our  recent  T.V. 
commercial,  you'll  know  just  how  bouncing  with  health 
we  mean. )  And,  with  so  many  people  having  already 
seen  Pharmaton  on  the  box  they'll  be  looking  for  it  on 


UniChem 


your  shelves.  So  get  your  stocks  up.  With  40%  P.O.R.  you  know  what 
that'll  mean  for  your  profits. 

But  remember,  UniChem  are  the  sole  distributors  for 
Pharmaton  in  the  U.K.  So  if  you're  not  a  UniChem 
customer,  and  your  wholesaler  doesn't  stock  it,  talk  to  us 
direct.  Otherwise  all  that  will  be  left  on  the  shelf  is  you. 


UniChem  pic,  UniChem  House,  Cox  Lane,  Chessington,  Surrey  KT9  1SN.  Tel:  081-391  2323. 


INTERVIEWS 


The  appliance  of  science 

G 


An  interview  with  Seven  Seas 


ood  science  is 
proving  that 
there  is  the 
need  for 
not  lira] 
supplements,"  believes 
marketing  director  Tom 
Hard  man. 

1  le  savs  that  it  was  "good 
science"  that  led  to  the 
breakthrough  in  1987  when 
Maxepa  became  the  first 
natural  medicine  to  be 
licensed  for  lipid  lowering. 
Now  sold  OTC  as  Pulse,  sales 
have  boomed  following  the 
w  ell  publicised  Medicine 
Research  Council  trial  last 
year,  he  adds. 


Seven  Seas 

PURE  COD  LIVER  OIL 

COD  LIVER  OIL 
LIQUID 

2»5ml  1x5ml 
SPOONFUl  SKIONFUL 
ONO-ADAY    ONCE-A  DAY 

ORANGE 

capsules  CAPSULES 

ICAKUtE     *£!!8$g    2  CAPSULES 
ONCE-A-OAY     *2S«  ONCI-A-DAY 

I  CAPSUtf 
ONCE-  AD  A> 

|OlM  fAINS     HK.L  L  \R 

✓ 

✓ 

✓ 

✓ 

✓ 

✓ 

MINOR  IOIN1  PAINS 

✓ 

✓ 

✓ 

✓ 

COUGHS  &  COI  DS 

✓ 

✓ 

✓ 

(.IstKAt  Mt  UtM  PSOTIl  111  IS 

✓ 

✓ 

✓ 

✓ 

✓ 

✓ 

STRONG  BONES  &  l!HH 

✓ 

✓ 

✓ 

✓ 

✓ 

HEALTH)  HAW.  ->KIS  A  SAILS 

✓ 

✓ 

✓ 

✓ 

1  lofels  garlic  range.  Late  last 
year  they  launched  a  range  of 
four  health  for  beauty  oils 
based  on  avocado,  passion 
flower,  peach  nut  and 
almond  oils.  All  these 
products  are  being  supported 
with  advertising  and 
promotions  during  1991. 
■  Copies  of  the  Seven  Seas 
product  table  are  available  free 
from  the  sales  force  or  by 
writing  to:  Seven  Seas  CLO 
product  table,  45  Princes 
Avenue,  HullHU53RW. 


Roche  focus  on  pharmacy 

An  interview  with  Roche 


Mr  I  lardman  feels  that 
"good  st  ience"  is  one  ol  the 
reasons  the  VMS  market  is 
continuing  to  grow  at  about 
2^  percent  each  year.  "  I  here 
is  im  reasingly  wide 
recognition  thai  vitamins  are 
important  lor  a  number  of  at 
risk  c  ategories     that's  a  vast 
number  of  people, ' '  he  savs. 

Seven  Seas  are  the 
acknowledged  leaders  in  the 
VMS  market,  which  they 
value  at  around  /-.200m,  and 
c  laim  a  27  per  cent  share. 
Their  cod  liver  oil  range  is  the 
largest  OTC  medicine  brand 
in  the  UK,  says  Mr  I  lardman. 

The  range  was  extended 
List  month  with  the  Linm  h  ol 
then  high  strength  one-a-day 
capsules,  whic  h  are  licensed 
for  relieving  joint  pain  and 
stiffness. 

Seven  Seas  have  taken 
steps  to  ensure  that 
pharmac  y  stall  are  c  lear  on 
which  of  the  products  in  the 
range  to  recommend.  A 
bookmark  si/e  product  table 
lists  various  conditions  and 
gives  a  choice  ol  produc  is 
that  i  .m  be  used 

Aside  from  the  hsh  oils, 
Seven  Sims'  portfolio 
in<  hides  their  range  of  18 
supplements,  eight  Kernes 
("the  most  successful  range 
iii  pharmac  y  in  the  KO's," 
says  Mr  I  lardman),  and  the 
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Branded  produc  Is  still 
dominate  the  market  for 
v  itamin  C  products  in 
pharmacies,  with  own  label 
products  accounting  for 
about  24  per  cent  (volume), 
says  Richard  Simpson,  senior 
consumer  product  manager. 

In  M  A  I  terms,  the 
Redoxon  brand  has  moved 
from  a  65.8  per  cent  to  67  per 
cent  volume  share,  within  a 
market  that  is  more  or  less 
statu  ,  he  says.  Redoxon 
effervescent  alone  ac  <  i  mnts 
for  nearly  50  percent.  Roche 
are  looking  to  increase  then 
share  to  71  per  c  ent  in  lcW  1 . 

Within  the  market,  the 
growth  area  is  chewable 
produc  Is,  he  says.  And  then 
own  brand  which  w  as 
repackaged  last  March,  is 
dominant,  the  orange  flavour 
is  i  w  i(  e  as  big  as  the 
Sanatogen  vitamin  C  brand, 
and  the  blac  k<  urrant  flavour 
is  almost  as  big  as  the 
I  lealthcrafts  vitamin  (  range, 
says  Mr  Simpson. 

1  he  reason  that  the 
market  is  statu  is  thai 
consumers  think  that  vitamin 
C  is  |us(  for  colds,  and  don ' I 
realise  its  cither  important 
uses,  says  Mr  Simpson. 
Roc  he  have  taken  steps  to 
ensure  thai  consumers 
become  more  aware  about 
vitamins  and  I  hen-  uses. 

The  Roche  Vitamin 
C  ounsel  was  formed  List 
September,  because  l\oc  he 
found  that  consumers  we're 

c  onfused  by  the  la<  k  ol 
i  onsisten<  y  in  the  VMS 
market,  sceptical  about 
advice  and  resentful  about 
the  various  scares. 

"We  felt  that  rather  than 
go  on  TV,  where  there  are 
restrictions  about  what  you 


sav,  we  could  get  the 
importance  of  vitamins  across 
to  consumers,  otter  advice, 
and  tell  them  to  go  and  get 
them  from  the  pharmacy," 
Mr  Simpson  says. 

And  they  do  all  this 
without  "knocking"  tood,  he 
adds   1  heir  strategy  is  to 
focus  on  the  role  of  vitamins, 
highlight  times  ol  proven 
need  for  vitamin 
supplementation,  and  to 
educate  health  editors  who 
write  for  the  consumers. 

"  The  Vitamin  Counsel  is 
there  to  promote  or  satisfy 
consumers'  need  or  desire  tor 
healthier  lifestyles,  an  answer 
to  their  contusion,  a  single 
authoritative  voice,  and 
quality  products,  and  that's 
w  hy  we  at  Roche  felt  we  had 
the  credentials  for  this,"  says 
Mr  Simpson. 

Roche  have  since  set  up 
advice  lines  on  specific 
problem  areas  and  hope  to 
have  a  "live  line"  running  by 
the  end  of  March,  so  that 
consu mers  can  phone  in  and 


speak  to  a  nutritionist. 

In  addition  to  the  Vitamin 
COunsel,  Roche  have 
reinstated  their  Focus  on 
Pharmacy  programme,  which 
ran  last  year,  and  is  now 
available  nationally. 

Roche  are  also  advertising 
their  products  with  a  L\ .5m 
Press  campaign  this  year. 
"TV  really  hasn't  worked, 
not  just  for  us  but  for  other 
brands  too,"  says  Mr 
Simpson. 

In  addition  to  their 
vitamin  C  range,  Roche  are 
represented  in  the  market 
with  their  multivitamins 
Supradyn,  and  Supradyn  for 
children  (see  pp20-21)  and 
vitamin  B  product  Berroca. 
And  their  portfolio  is  set  to 
increase  in  1991 . 

"We've  got  a  very  exciting 
new  product  coming  out  this 
year, ' '  Mr  Simpson 
promises.  A  new  product 
should  not  simply  be  a  "me 
too"  copy,  he  says:  "It  has  to 
improve  on  what's  out 
there." 


Redoxon  ■  Redoxon 

Vitamin  C I  Vitamin  C 


r 
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ADVERTISEMENT  FEATURE 


The  gurus  of  the  health  food  scene  give  the  impression  that  no-one  can 
possibly  live  without  health  supplements.  Yet,  if  some  of  the  media  pundits 
are  to  be  believed,  none  of  us  ever  need  them.  The  truth  lies  somewhere  in 
between  these  two  extremes.  The  pharmacist  and  the  pharmacy  assistant 
can  help  consumers  use  supplements  rationally  and  effectively,  says  Dr  Ray 
Rice,  food  scientist  and  nutritional  expert 

Rational  use  of 
supplements 


Supplements  can  and  should  be  used 
rationally,  and  there  is  a  valid  case  for  their 
use.  The  Government  itself  accepts  that 
pregnant  women,  the  elderly  and  young 
children  may  be  at  risk  of  a  vitamin/mineral 
deficiency,  and  permits  suppliers  to 
advertise  to  these  groups.  There  is  also 
accumulating  evidence  to  suggest  that  many 
others  may  also  be  less  than  optimally 
supplied  with  the  nutrients  they  need. 

Part  of  the  problem  here  is  that  we 
know  the  relatively  short  term  effects  of  a 
diet  low  in  say  vitamin  C ,  and  the  levels 
needed  to  prevent  them,  because  it  is  a 
fairly  simple  matter  to  do  the  necessary 
experiments.  The  long  term  effects  are 
vastly  more  difficult  to  determine,  though, 
for  example,  recent  work  has  suggested 
that  low  vitamin  E  levels  might  be  a 
contributory  factor  in  heart  disease .  A 
nutrient  deficiency  effect  which  takes  40 
years  to  manifest  itself  is  not  going  to  be 
easy  to  track  down! 

In  the  light  of  this  and  other  evidence, 
there  is  a  good  case  to  be  made  for  routine 
use  by  most  people  of  a  comprehensive 
multivitamin/mineral  supplement  with 
moderate  levels  of  nutrients,  ie  0.5  to  2 
times  the  RDA.  (The  RDA  is  an  officially 
agreed  daily  minimum  to  prevent  deficiency 
states  rather  than  the  optimum  daily 
nutritional  requirement). 

The  most  interesting  and  valuable 


nutritional  research  of  the  decade  has  been 
in  the  area  of  polyunsaturated  oils.  Fish  oil 
is  by  now  a  well  known  case  in  point,  with 
evidence  from  several  credible  studies  to 
show  that  2-3g  of  fish  oil  daily  can 
significantly  reduce  heart  attack  risks. 
Garlic  oil  is  also  being  much  heralded  now 
as  a  serious  supplement,  with  evidence  to 
show  its  heart  protecting  qualities  in 
addition  to  its  traditional  role  as  a  natural 
antibiotic  and  infection  fighter. 

Evening  primrose  oil  and  borage  oil  are 
both  sources  of  gamma-linolenic  acid,  and 
some  supplements  containing  this  valued 
polyunsaturate  have  received  a  boost  from 
the  award  of  product  licences  for  certain 
forms  of  eczema  and  breast  tenderness 
(including  pre-menstrual  breast  pain). 

One  of  the  most  important  things  to  take 
into  account  when  recommending 
supplements  is  the  quality  approach  and 
the  reliability  of  the  company  supplying  the 
supplements  you  stock.  It  is  therefore 
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important,  right  at  the  start,  to  stock 
products  made  by  reputable  suppliers,  to 
protect  yourself  as  well  as  your  customers. 

Sensible  use  of  supplements  can  make  a 
valuable  contribution  to  the  health  and  well- 
being  of  your  customers,  as  well  as  to  the 
health  and  well-being  of  your  business. 


Vitamins,  minerals 
and  supplements  — 
big  business  and 
getting  bigger 


Vitamins,  minerals  and  supplements  (VMS) 
are  not  only  one  of  the  fastest  growing 
markets  in  pharmacy  today,  but  also  the 
biggest  sector,  accounting  for  four  times 
the  sales  of  indigestion  remedies,  for 
example.  And  the  good  news  is  that,  worth 
£200m,  the  market  is  still  growing  and  still 
bringing  new  customers  in-store. 

The  past  five  years  alone  have  seen 
some  3.5  million  new  users  enter  the 
market,  and  research  has  shown  that  the 
name  they  know  best  is  Seven  Seas. 

Many  of  these  customers  will  be  unsure 
about  what  they  should  take  and  why,  but 
the  instinctive  trust  they  put  in  Seven  Seas 
is  not  misplaced. 

From  the  very  beginning  the  Seven  Seas 
philosophy  has  been  to  ensure  the  VMS 
market  does  not  appear  too  daunting  to  the 
new  user.  All  the  company's  promotional 
literature  is  designed  to  be  both  informative 
and  interesting,  while  sensible  formulations 
provide  the  required  amounts  in 
convenient,  easy-to-take  formats.  "We 
take  the  worry  out  of  choosing  from  a  vast 
array  of  products  and  replace  it  with  the 
reassurance  of  the  Seven  Seas  name,"  says 
Caroline  Wheeler,  senior  product  manager. 

"Customers  can  be  assured  that  with 
Seven  Seas  they  are  getting  a  tried  and 
trusted  brand  with  a  moderate  approach  to 
dosage  levels  and  claims." 

Certainly  the  Seven  Seas  range  has 
made  its  mark  in  the  market.  Its  leading 
position  as  the  number  one  brand  is 
something  the  company  is  justifiably  proud 
of.  But  Seven  Seas  certainly  aren't 
complacent.  "As  with  any  growing  market 
there  has  been  a  flurry  of  me-too  activity  as 
companies  try  to  get  a  slice  of  the  action. 
Quality  may  not  be  a  high  priority  in  some  of 
these  cases,"  warns  Caroline  Wheeler, 
"so  it's  always  wise  to  recommend  a  range 
like  Seven  Seas,  that  is  well-known  and 
respected." 


I  ii  in  IoiiikI.H ions 

Established  back  in  1934,  Seven  Seas 
Health  Care  has  been  at  the  forefront  of 
new  product  development  in  the  VMS 
market  ever  since.  Indeed,  much  of  the 
current  growth  in  the  market  is  the  direct 
result  of  the  hard  work  and  effort  put  in  by 
Seven  Seas  —  a  fact  that  was  recognised 
last  year  by  the  Chartered  Institute  of 
Marketing.  The  company  was  presented 
with  an  Award  for  Marketing  Excellence  for 
the  maji  ii  pai  I  it  has  played  in  grow  ing  I  hi : 
VMS  market. 

Initially  set  up  to  produce  British  cod 
liver  oil,  Seven  Seas  was  one  of  the  first 
companies  to  recognise  the  positive 
benefits  of  supplementing  the  diet  with 


Caroline  Wheeler,  senior  product  manager 


vitamins  and  minerals.  The  healthy  growth 
being  seen  in  today's  market  has  more  than 
proved  them  right . 

One  in  three  women  in  the  UK  now  buy 
and  take  supplements  on  a  regular  basis. 
Even  more  encouraging  is  the  fact  that  one 
in  four  men  are  showing  a  similar  interest. 
And  the  figures  clearly  show  the  role  Seven 
Seas  plays  in  the  market     and  the 
company  now  holds  a  record  brand  share. 
No  other  company  can  equal  this  success. 

"While  such  statistics  are  impressive 
there  is  still  plenty  of  work  to  be  done  to 
win  over  the  rest,"  says  senior  product 
manager  Caroline  Wheeler. 

Meeting  a  need 

As  more  and  more  people  take  an  active 
interest  in  their  own  health,  research 
continues  to  endorse  the  role  supplements 
can  play  m  today's  busy  lifestyles. 

Says  Caroline  Wheeler:  "Growth  in  the 
market  is  across  the  board.  Top  sellers  like 
evening  primrose  oil  and  garlic  have  become 
worthwhile  markets  in  their  own  right  as 
science  increasingly  supports  their  value, 
but  the  customer  is  also  open  to  new  ideas. 
The  launch  of  our  Health  for  Beauty  Oils  is  a 
good  example  of  this." 

In  recent  years  the  beauty  and  health 
benefits  of  oils  like  cod  liver  oil,  evening 
primrose  oil  and  garlic  have  become 
increasingly  well  documented  as,  slowly  and 
surely,  age-old  claims  are  being  confirmed 
by  modern  science. 

Seven  Seas  have  now  been  able  to  take 
the  use  of  supplements  one  step  further  by 
putting  together  ,i  range  of  four  health 
supplements,  based  on  avocado  oil,  passion 
flower  oil,  peach  nut  oil  and  almond  oil  to 
help  maintain  natural  good  health  and 
beauty.  Each  different  oil  is  considered  most 
appropriate  to  one  particular  area  of  health 
and  beauty  maintenence. 

For  dry  skin  there's  avocado  oil;  for 
sinning  hair,  peach  nut  oil  and,  for  nails, 
almond  oil.  All  three  also  contain  borage  oil 
and  vitamins  A,  I)  and  E.  The  fourth 
supplement,  to  maintain  skin  elasticity, 
contains  passion  flower  oil  with  oil  of 
evening  primrose. 


Such  success  does  not  occur  by  chance. 
Meticulous  attention  to  detail  is  an  essential 
part  of  the  Seven  Seas'  strategy.  No 
product  is  launched  without  a  thorough 
programme  of  market  research  behind  it. 
The  company  is  only  too  well  aware  that  a 
range  or  product  line  that  doesn't  sell  is  no 
use  to  the  retailer.  "The  close,  fruitful 
working  relationship  we  have  with  the 
pharmacy  sector  benefits  both  sides,"  says 
Caroline  Wheeler.  "We  were  the  first  major 
health  food  supplement  manufacturer  in 
pharmacy  —  and  we  have  never  looked 
back." 

This  initiative  was  soon  imitated  by  rival 
companies  but  they  have  been  unable  to 
match  the  successful  partnership  that  has 
been  established  between  pharmacy  and 
Seven  Seas  Health  Care. 

Pharmacies  account  for  a  steady  50  per 
cent  share  of  the  VMS  market  while,  in- 
store,  Seven  Seas  accounts  for  a  very 
healthy  40  per  cent  of  sales  —  four  times  the 
size  of  the  market  share  held  by  their 
nearest  rival.  "Pharmacists  will  continue  to 
play  an  important  role  in  expanding  the 
market  but  they  must  buy  wisely. 

' '  Unrivalled  support  at  point  of  sale  and  a 
heavyweight  advertising  campaign  are  also 
important  to  reassure  pharmacists  that  they 
have  all  the  help  they  need  in  this 
competitive  market. ' '  The  company 
certainly  intends  to  be  seen  and  heard  in 
1991 ,  allocating  a  massive  £6m  to 
advertising  and  promotional  support. 

"As  market  leader  we  take  our 
responsibilities  very  seriously  indeed. 
People  will  continue  to  look  for  advice  and 
reassurance  in  this  market  and  we  intend  to 
remain  the  company  that  they  turn  to,"  says 
Caroline  Wheeler. 

"With  Seven  Seas  supplements  the 
pharmacist  can  be  confident  in 
recommending  the  right  range.  Regular, 
repeat  purchases  will  soon  show  the 
profession  that  it  is  onto  a  winner  with  us." 


To  help  you  decide  what  to  stock  and 
recommend,  Seven  Seas  have  put  together  a 
Top  Ten  (by  value)  of  their  most  popular  lines. 

Cod  liver  oil/fish  oils  Packed  with  polyunsaturates 
these  contribute  to  all  round  health  and  help 
guard  against  heart  disease  and  arthritis. 
Benefits  have  been  recognised  by  the 
Department  of  Health. 
Evening  Primrose  Oil  Evening  primrose  oil  is 
widely  used  by  women  to  relieve  the 
symptoms  of  PMT  and  stress  and  to  help 
improve  skin  condition. 
Multivitamins  and  Minerals  Multivitamins,  Minerals  and 
Ginseng  Taken  for  general  health  and  by 
women  when  dieting  to  counter  the  risk  of 
inadequate  nutrition. 

Royal  Jelly  This  Royal  favourite  of  the  '80s  is 
still  revealing  its  secrets. 
Garlic  Helps  improve  circulation  and  maintain 
a  healthy  heart  and  is  used  for  relieving  the 
symptoms  of  coughs,  colds  and  catarrh. 
B  complex  A  well  balanced  mix  of  essential 
vitamins  to  counteract  today's  stressful 
lifestyles. 

Vitamin  E  This  valuable  antioxidant  reduces  the 
levels  of  harmful  radicals  in  the  body.  Recent 
research  published  in  The  Ijincet  supports  its 
role  in  the  prevention  of  angina. 
Vitamin  B6  Another  supplement  that  is  widely 
used  by  women  to  help  relieve  the  symptoms 
of  PMT. 

Zinc  An  important  mineral  which  is  widely  used 
by  people  with  coughs  and  colds. 


National  advertising  and  P.O.S. 
endorsements  by  TV  presenter  and  ex- 
Olympic  gymnast  Suzanne  Dando. 


SLIM  'N'  FIT 
ENRICHED 


delicious  chewy  bars  which  taste  great  but  have 
less  than  100  calories. 


with  iron,  vitamins  and  minerals  —  perfect  for 
Britain's  5  million  women  who  exercise  regularly 
and  watch  their  weight. 


BOOSTED   by  national  advertising  in  slimming,  health  and 
women's  magazines  featuring  TV  personality, 
ex-Olympic  gymnast  Suzanne  Dando. 
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SLIM  'N*  FIT 
DRIVE 
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Distributed  by  Windsor  Pharmaceuticals 


SLIM  'N'  FIT   offers  strong  branding  with  good  on  shelf,  point  of  sale  impact. 
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THE    GREAT    TASTING    BAR    FOR    HARDWORKING  BODIES 

Can  help  slimming  or  weight  control  only  as  part  of  a  calorie  controlled  diet. 


VITAMIN  A 


Last  October,  the  Government 's  chief  medical  officer  advised  expectant  mothers  not  to  take 
vitamin  A  supplements  or  eat  liver  or  liver  products  after  a  number  of  cases  of  birth  defects  in 
women  taking  large  doses  were  reported  in  the  USA.  But  how  realistic  is  the  danger?  C&D 

examines  the  evidence 

A  cause  for  concern? 


You  won't  find 
polar  bear  liver  on 
the  menu  very 
often,  not  even  in 
eskimo 

restaurants.  The  reason  ...  its 
high  vitamin  A  content 
caused  by  the  polar  bear's 
fish-rich  diet.  Arctic  explorers 
who  tried  the  dish 
experienced  various 
symptoms  including 
drowsiness,  headache, 
vomiting  and  intense  skin 
peeling,  but  they  had 
pn  ibably  taken  in  up  to  !() 
million  international  units 
(iu):  over  1,000  times  the 
normal  intake  of  vitamin  A. 

In  less  extreme  subjects, 
toxicity  with  vitamin  A  has 
been  associated  with 
supplement  abuse  and  with 
diets  high  in  preformed 
vitamin  A  —  the  precursor 
beta  carotene  is  much  less 
toxic  —  with  consumption  ol 
25, 000-50,  OOOiu  per  day  for 
several  months  or  more 
producing  multiple  adverse 
effec  ts.  But  it  was  birth 
detects  associated  with 
maternal  intakes  as  low  as 
25,000iu  a  day  that  prompted 
the  chief  medical  officer  Sir 
Donald  Acheson  to  issue  his 
warning  last  year. 

Body  requirements 

The  most  well-known 
fun<  tion  of  fat  soluble  vitamin 
A  (retinol)  is  to  maintain 
healthy  vision,  and  in 
particular  the  capacity  for  low 
intensity  vision  —  a  lack  leads 
to  night  blindness.  It  also 
plays  a  part  in  promoting  the 
gr<  >n  th  ol  mucus-sec  reting 
cells  in  the  mucous 
membranes,  is  important  in 
protein  synthesis  and 
resistance'  to  infection.  A 
re<  ent  study  in  Zentmlbl 
Gynakol  found  that  low 
vitamin  A  levels  were 
assot  iated  with  a  tendency  to 
pre-eclampsia     raised  blood 
pressure  -  in  pregnancy. 

Natural  sourc  es  inc  hide 
cl.iiry  pn  iihu  e,  i  iflal, 
partic  ularly  liver  and  kidneys, 
oily  fish  and  fish  liver  oils, 
while  provitamin  A  beta 
(  arotene     is  found  in 
vegetables,  partic  ularly 


Courtesy  of  Carter-Wallace 
carrots,  spinach  and  broccoli, 
and  in  I  ruits  like  melons, 
plums,  apricots  and  peaches. 

In  the  UK  the 
re<  ommended  daily  amounts 
ol  vitamin  A  are  450mcg 
(l,500iu)  from  birth  rising  to 
750mcg  (2,500iu)  at  18  and 
over,  with  an  increase  to 
l,200mcg  (4,000iu)  in  lactating 
women  (all  i  ah  ulated  .is 
retinol).  Sir  I  )onald's  warning 
to  pregnant  women  extended 
to  liver  and  liver  products 
SU<  h  as  pate  or  liver  sausage 
.liter  Ministry  ol  Agriculture 
analyses  suggested  lOOg  ol 
liver  could  contain  between 
lour  and  12  times  the 
maximum  RI  )As  in  pregnane  v 
(8-10,000iu).  Products 
containing  400-  l,250mcg 
given  under  medical 
supervision  during  pregnane  v 
are  regarded  as  sale. 

Vitamin  A  has  a  long 
biologic  al  halt  lite,  so  acute 
Ioxh  ily  i  ,in  (m  in  w  ilhm 
In  mi  s  ol  a  very  large  intake; 
i  hroni<  toxic  ity  occ  urs  alter 
several  weeks,  months  or 


scars  of  high  consumption. 

Symptoms  ol 
hypervitaminosis  A  in 
c  hildren  are  commonly 
an<  irexia,  drowsiness, 
irritability  and  vomiting,  with 
nic  reased  intracranial 
pressure  presenting  as 
bulging  fontanelles  in  babies. 
And  in  adults,  headache 
caused  by  raised  intracranial 
pressure  and  skin 
desquamation  or  scaliness, 
w  ith  conjunctivitis  are  typical, 
with  anorexia,  blurred  vision, 
drowsiness,  muscle  weakness, 
nausea  and  vomiting  rarer. 

Problems  in 
pregnancy 

Numerous  reports  have 
established  the  teratogenic 
potential  ol  excessive  intakes 
ol  vitamin  A  and  related 
compounds  in  experimental 
animals.  The  feeding  ol 
pregnant  female  experimental 
hamsters,  monkeys,  mice  and 
rats  with  excessive  amounts 
ol  vitamin  A,  trans  retinoic 


acid  or  13-c/s  retinoic  acid 
results  in  increased  rates  of 
foetal  resorptions,  stillbirths 
and  the  birth  of  offspring  with 
characteristic  defects.  Some 
workers  have  also  found  that 
doses  much  lower  than  those 
that  produce  gross 
teratological  defects  cause 
permanent  learning 
disabilities  in  rats. 

Evidence  that  excessive 
vitamin  A  is  a  human 
teratogen  comes  in  three 
categories:  straight 
extrapolation  from  animal 
studies,  the  association  of 
high  intakes  of  vitamin  A  by 
pregnant  women  w  ith 
subsequent  birth  of  babies 
w  ith  defects  characteristic  of 
excess  vitamin  A  in  animals, 
and  the  known  teratogenicity 
ol  the  vitamin  A  derivativ  e, 
13-i  is  retinoic  acid 
(isotretinoin),  an  acne  drug. 

The  number  of  reports  ol 
birth  defects  associated  with 
maternal  intake  of  raised 
intake  of  vitamin  A  are 
relatively  small.  In  1975,  in  / 
Genet  I  tutu.  Frenc  h 
researchers  reported  the  c  ase 
of  eye  malformations 
occurring  after  maternal 
exposure  to  a  single  acutely 
toxic  dose  ol  around  ^00, OOOiu 
in  the  second  month  of 
pregnancy.  In  1985,  in 
Prenatal  Diagnosis,  researchers 
in  the  USA  reported  the 
abortion  at  20  weeks  of  a 
foetus  with  spinal 
abnormalities,  polye  ystic 
kidney,  facial  disfigurement 
and  absent  genitalia,  whose 
mother  had' taken  1^0, 000m 
per  day  fn  >m  two  months 
before  conception  to  three 
months  after. 

In  1974,  the  journal  ( )bstet 
Gynecol  featured  the  case  of  a 
baby  born  with  two  ureters  on 
one  side  ol  the  body  in  a 
mother  who  had  taken 
25,000iu  a  day  in  the  first 
trimester  ol  pregnancy, 
inc  leasing  to  ^0, OOOiu  a  day 
up  to  term  And  in  1986,  in  a 
paper  in  Teratology  Rosa  et  al 
gathered  together  a  number 
ot  case's  reported  by 
physic  ians  to  the  US  food 
and  Drug  Administration  and 

Continued  on  plb 
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DEBATE 


industry 
sback 


Manufacturers  of  dietary  supplements  were  quick  to  respond  to  the  letter 
sent  last  December  by  the  Royal  Pharmaceutical  Society's  secretary  and 
registrar  John  Ferguson  to  Health  Minister  Virginia  Bottomley,  which 
questioned  the  safety  and  efficacy  of  their  products 


Continued  from  pl5 

the  New  York  State  Birth 

Defect  Registry  of  babies  born 

with  head,  face,  ear,  eye, 

mouth,  heart  and  urinary 

system  abnormalities  with 

associated  maternal  intakes  of 

vitamin  A  ranging  from 

18, 000-100, OOOiu  a  day  taken 

before  and  throughout 

pregnancy. 

Writing  in  the  American 
journal  of  Clinical  Nutrition  last 
year,  John  Hathcock  et  al  of 
the  Center  for  Food  Safety 
and  Applied  Nutrition  at  the 
FDA,  suggested  that  from  the 
data  available  it  is,  as  yet 
impossible  to  determine 
whether  the  numbers  of  cases 
so  far  reported  is  too  small  to 
establish  statistical 
significance  or  whether 
vitamin  A  is  not  teratogenic  at 
the  observed  exposures.  A 
very  large  study  possibly 
linked  to  an  excessive  dose 
during  a  critical  period  of 
foetal  development  would 
have  to  be  conducted. 
Researchers  are  also 
hampered  by  the  lack  of 
knowledge  of  normal 
outcomes  of  pregnancy  when 
mothers  have  taken  high 
amounts  of  vitamin  A. 

Last  June  Spanish  doctors 
reported  in  the  European 
journal  of  Epidemiology  results 
from  a  hospital-based,  case- 
controlled  epidemiological 
study  of  prenatal  exposure  to 
high  doses  of  vitamin  A, 
which  suggested  a  teratogenic 
effect  might  exist  p  =  0.15  at 
less  than  40, OOOiu  per  day, 
P  =  0.06  at  40,000  or  more  iu 
per  day.  They  did,  however, 
add  the  rider  that  it  is  difficult 
to  reach  conclusions  with 
such  a  low  exposure  level  (1.3 
per  1,000  live  births). 

1  lathcock  concluded  that 
the  information  available  on 
vitamin  A  toxicity  was  not 
sufficient  to  definitely  provide 
a  specific  minimum  threshold 
intake  for  adverse  effects,  but 
an  intake  of  25, OOOiu  per  day 
is  "nutritionally  excessive" 
and  carries  some  risk. 

The  need  for 
supplements? 

A  good  diet  should  easily 
supply  the  recommended 
daily  amount  of  vitamin  A  so 
routine  supplementation  is 
largely  unnecessary.  In  fertile 
women,  the  paucity  of  hard 
evidence  linking  high  dose 
vitamin  A  intake  with  foetal 
abnormalities  means  the  jury 
may  still  be  out  on  a  final 
verdict,  but  the  well- 
documented  teratogenicity  of 
similar  compounds  and  the 
experience  with  vitamin  A  in 
experimental  animals  suggest 
there  can  be  little  justification 
for  routine  intake  over  and 
above  the  RDA,  except  where 
clinically  indicated. 


John  Ferguson's  letter 
opened  the  floodgates 
or  controversy. 
He  said  because  so- 
called  nutritional 
supplements  are  classed  as 
foods,  this  "effectively 
exempts  them  from  the 
stringent  testing  procedures 
for  safety,  quality  and 
efficacy  that  licensing  under 
the  Medicines  Act  1986 
would  require". 

The  Society  believed  that 
manufacturers  were 
exploiting  these  products  for 
commercial  reasons,  bending 
"to  breaking  point"  the  rule 
against  making  medicinal 
claims  for  unlicensed 
products;  20  such  products 
had  been  referred  to  the 
Medicine  Control  Agency  in 
the  past  year,  he  said. 

He  drew  attention  to  the 
what  he  called  a  considerable 
number  of  potentially  highly 
toxic  substances  in  wide- 
spread daily  use  as  medicines 
that  are  not  tested  or 
regulated  as  medicines. 
Promoting  them  as  "safe" 
and  "natural"  may  engender 
the  belief  that  they  are  safe  in 
any  dose  and  free  from  side- 
effects  or  interactions  with 
conventional  medicine. 

"The  public  has  come  to 
rely  on  pharmacists  for  such 
information  where 
conventional  medicines  are 
concerned  and  the  lack  of 
such  data  for  unlicensed 
'natural'  medicines  has  been 
a  cause  of  professional 
concern  to  members  of  the 
Society,"  Mr  Ferguson 
continued. 

He  said  that  the  Society 
felt  there  was  now  a  case  for 
reviewing  the  legal  status  of 
dietary  supplements  in  order 
to  identify  and  properly 
regulate  those  products 
intended  for  therapeutic  use. 

For 

A  number  of  companies  came 
out  in  support  of  the  Society's 
view,  if  only  to  state  "for  the 
record"  that  they  operate  to 
good  manufacturing  practice 


standards,  and  to  clear  their 
products.  Others  said  they 
would  comply  with  any  new 
legislation  brought  in, 
whether  British  or  European. 

Most  notable  support  came 
from  manufacturers  of  herbal 
products,  many  of  which 
have  been  granted  licences. 

Potter's  managing  director 
Tony  Hampson  said:  "We 
have  been  campaigning  for 
years  against  unscrupulous 
operators  who  have  damaged 
the  image  of  our  industry. 
The  Society's  warning  is  long 
overdue." 

Against 

The  Vitamin  Forum  is  the 
lobbying  group  and  "voice" 
of  the  supplement  industry; 
its  members  are  Booker 
Nutritional  products,  Efamol, 
G.R.  Lane  Health  Products, 
Roche  Consumer  Products, 
R.P.  Scherer  and  Seven  Seas. 

Spokesman  Conal  Walsh 
says:  "Recent  media  reports 
have  portrayed  supplements 
as  both  dangerous  and 
useless  when  an  increasing 
body  of  research  indicates  the 
vital  role  of  micro-nutrients  in 
ensuring  optimum  health. 
Reports  of  abuse  are  based  on 
isolated  reports  from  abroad 
and  the  industry  has  an 
excellent  record  of  safety. 

"Supplements  are 
currently  subjected  to  the 
same  regulations  as  foods  and 
the  reports  of  uncontrolled 
hyping  of  vitamins  and 
minerals  are  exaggerated.  As 
r e s  p o  n  s ib  1  e  m a  n u  f  a c t u  re r s, 
Vitamin  Forum  have  urged 
relevant  Government  bodies 
to  act  against  isolated 
'cowboys'  without  success. 

"The  burgeoning  demand 
for  supplements  is  the  result 
of  an  increased  public 
understanding  of  the 
importance  of  nutrition. 

"The  developing  science 
of  nutrition  will  ensure  a 
continued  demand  for 
supplements  and  as  such  will 
provide  a  vital  source  of 
revenue  for  pharmacies.  As 
an  industry  we  are  acting 


together  to  protect  this  market 
and  to  ensure  that  ignorance 
and  criticism  are  combatted, 
wherever  possible." 

The  Proprietary 
Association  of  Great  Britain, 
which  represents  a  number  of 
manufacturers,  also  disagreed 
with  the  Society's  letter.  It 
said  it  was  a  pity  that  in  trying 
to  highlight  a  minority  of 
cases,  the  Society  had 
brought  the  whole  of  the 
industry  into  question. 

PAGB  also  explained  that 
food  supplements  are  covered 
by  the  Food,  and  Food 
Labelling  Acts  and  are  subject 
to  advertising  restrictions. 
PAGB  also  vet  all  their 
members'  promotional 
materials  applying  the  same 
standards  to  food 
supplements  as  to  medicines. 

Seven  Seas  view  is 
consistent  with  PAGB's,  says 
marketing  manager  Tom 
Hardman.  "There  is  adequate 
law  to  sell  and  market  these 
products  as  foods  —  some 
products  are  foods  some  are 
medicines. 

"The  important  thing  is 
that  high  standards  of 
manufacturing,  quality 
control  and  marketing  are 
adhered  to.  The  new  Food 
Safety  Act  (January)  makes  it 
likely  that  offenders  will  be 
dealt  with  more  strictly." 

Mr  Hardman  feels  the 
Society  was  scaremongering: 
"It  did  not  do  its  members 
any  good  in  falsely  raising 
doubts  and  uncertainty  in 
consumers'  minds  over  the 
majority  of  products  which 
are  very  safe  and  are  in  an 
industry  that  has  had  an 
unparalleded  safety  record  as 
regards  healthcare." 

He  says  that  consumers 
who  have  been  taking  these 
products  for  a  long  time  and 
know  they  are  safe,  will 
continue  to  do  so.  Those  who 
are  uncertain  but  feel  they 
need  to  supplement  their  diet 
will  probably  go  for  the  "tried 
and  trusted,  and  reputable 
products".  This  may  well 
benefit  pharmacies,  who  tend 
to  stock  well-known  brands. 
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INTERVIEW 


Quality  not  quantity 


An  interview  with  Vitalia 


Vitalia  is  a  small 
company  in  terms 
of  the  numbers  of 
employees  —  15 
including  their 
managing  director  Pradip 
Pattni.  1  et  they  are  the 
sev  enth  biggest  VMS 
companj  in  pharmacies, 
according  to  Nielsen,  with  a  h 
percent  share  of  the  market, 
and  a  presence  in  some  4,500 
pharmacies. 

Mr  Pattni  attributes  tins  to 
the  quality  that  Vitalia  offers; 
quality  of  serv  ice  and  quality 
of  products.  It  is  the  reason 
why  they  use  glass  rather 
than  plastic,  bottles,  and 
include  a  tamper-evident 
inner  seal  for  freshness. 

Mr  Pattni  says  Vitalia' 
packaging  is  years  ahead  of 
its  time.  I  le  enthuses  about 
the  c  larity  of  colour  and  print, 
and  attention  to  detail  on 
each  carton. 

The  company  also 
dev  eloped  a  symbol  system 
for  I  heir  products  bee  ause 


unlike  languages,  symbols 
are  universal".  And  they 
claim  to  be  the  first  to  use  the 
warning:  "keep  out  ot  the 
sight  and  reach  of  children". 

Mr  Pattni  believes  that  all 
these  factors  make  Vitalia  the 
pharmacy  brand:  "No  other 
product  lends  itself  more  to 
pharmacy  than  ours." 

Pharmacy  stall  are  being 
targeted  with  Vitalia's 
pharmacy  training 
programme,  started  in 
January  by  training  manager 
Peter  Kay,  This  consists  of  a 


slide  presentation  ot  the 
product  range  with  details  ot 
the  uses  and  actions  of 
v  itamins  and  minerals. 

Vitalia  was  formed  in 
1983,  when  an  agreement 
w  as  reac  bed  w  ith  Danish 
company  Dansk  Droge,  to 
market  a  number  of  their 
products  in  the  UK  and  other 
overseas  mart  ets 

I  hey  were  good  quality 
products,  tor  which  Mr  Pattni 
believ  ed  there  was  room 
within  the  Ik  market.  Since 
then.  Vitalia  have  improved 


Vitalia  have  a  number  of  branded  products  in  then  range  including 
recently  added  Aqua  Libra,  PM1 'formula  and  Extra  Vit,  which  have 
joined  the  ranks  of  others  such  as  Zincold  and  Gei  imax 


the  products  further.  "It  is 
British  led  development,  and 
we  are  now  doing 
increasingly  well  in  Europe." 

And  they  do  not 
compromise;  this  simply 
leads  to  falling  standards, 
which  Mr  Pattni  believes  are 
the  bane  of  British  industry. 

Even  the  recession  will  not 
shift  the  company's  stance. 
"We  are  going  to  expand  in 
recessionary  times,  we  will 
make  a  greater  effort,  "  says 
Mr  Pattni.  And  just  to  prove 
it,  all  the  company  cars  bear  a 
stic  ker  "To  hell  w  ith  the 
recession ' ' . 

I  le  believes  that  Vitalia  is  a 
traditional  company  with 
tradition  values:  they  believe 
that  good  service  leads  to 
consumer  satisfaction  and 
repeat  sales.  Mr  Pattni's 
advice  to  pharmac  ists  is  not 
to  be  too  profit  hungry;  that 
is  a  short-sighted  attitude,  he 
believes.  "Treat  the 
consumer  intelligently  and  he 
comes  back  to  you, "  he  says. 


NUMARK  SUPPLEMENTS  AND 
VITAMINS  MAKE  HEALTHY  PROFITS 
AS  EASY  AS  A.C.D. 


Introducing  5  sales-winning 
additions  to  our  popular  vitamin 
range. 

These  high  quality  products 
are  all  inner-sealed  to  guarantee 
you  both  freshness  and  security 

And  with  up  to  40%  profit 
on  return,  you'll  benefit  as  much 
as  your  customers. 

For  more  information  please 
contact  Phil  Duckworth  at  our 
address  below. 


ON  THE  MOVE 
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INTERVIEWS 


Know  your  onions! 


An  interview  with  Larkhall 


harmacists  don't 
know  enough 
about  vitamins 
and  don't  take 
them  seriously 
enough.  They  tend  to  leave 
them  to  their  assistants," 
says  Dr  Robert  Woodard, 
chairman  of  Larkhall. 

He  bemoans  the  fact  that 
they  would  much  rather 
prescribe  an  aspirin  for  a 
headache  than  suggest  a 
change  in  diet  or  an 
alternative  remedy. 
"Subclinical"  deficiencies  are 
common  in  the  population 
and  are  responsible  for  many 
of  the  minor  problems  the 
pharmacist  sees,  Dr 
Woodward  believes. 

He  attributes  pharmacists' 
attitudes  to  a  lack  of  sufficient 
training  in  this  area;  one  or 
two  lectures  on  vitamins  out 
of  a  three  year  course  is  not 
enough,  he  says. 

Healthfoou  stores  are 
taking  vitamins  seriously,  Dr 
Woodward  warns.  "They  are 
endeavouring  to  provide 
experts.  A  lot  of  the  advisors 
in  health  food  stores  are  not 
very  highly  qualified  people, 
but  some  are  excellent." 

Larkhall's  group  sales 
manager  Stephen  Kiss  points 
out  that  the  pharmacist  with 
a  few  products  on  the  shelf 
will  make  some  money.  "But 
the  one  who  has  a  good 
selection  of  dietary 
supplements,  and  takes  an 
interest  in  that  field  is 
providing  a  service,  and  it 
reflects  in  his  profit  . " 

It  is  this  category  of 
retailers  —  "those  who  know 
a  bit  about  vitamins"  —  who 
Larkhall  cater  for,  says  Dr 
Woodward.  "Our  products 
do  tend  to  be  premium 
priced,  but  there's  some  real 
content  there.  Higher 
strengths  are  more  helpful, 
and  the  body  rejects  what  it 
doesn't  want." 

Mr  Kiss  adds:  "We  look  at 
ourselves  as  way  ahead  of  the 
bog-standard,  common-or- 
garden  brands.  We  don't 
want  to  get  into 
supermarkets;  we  want  to 
encourage  sensible 
nutrition." 

■  "The  Here's  Health 
complete  guide  to  vitamins 
and  minerals,"  sponsored  by 
Cantassium  is  available  from 

Larkhall  Natural  Health,  225 
Putney  Bridge  Road,  London 
SW152PY. ' 
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The  bad  Press 

Larkhall  have  had  more  than 
their  fair  share  of  bad 
publicity.  Dr  Woodward 
thinks  it  is  unjustified,  but  is 
not  unduly  surprised.  "You 
would  expect  people  who  are 
trying  to  innovate  in  this  area 
to  get  into  trouble;  they're  the 
most  vulnerable,"  he  says. 


Dr  Woodward  is 
particularly  bitter  about  the 
withdrawal  of  their  sustained 
release  niacin  product, 
Sustaniacin.  He  feels  the 
500mg  "plain"  niacin,  which 
can  still  be  sold,  is  more  likely 
to  cause  flushing  and  that 
Sustaniacin  is  "far  safer  than 
all  the  pharmaceutical 
cholesterol  lowering  drugs". 


j  ODODRLESS 

'  Garlic 

e  -     -  < 

Ginseng 

(HraliliiTdE)! 

lii  i 

E  i 

(Healihtratts) 

ZZTf 


Serious  business 


An  interview  with 
Booker  Nutritional  Products 

"You  either  hate  it  or  love  it,  but  you  certainly  remember 
it,"  says  marketing  manager  Deirdre  Moroney.  She  is 
referring  to  the  advertising  campaign  for  Healthcrafts  on 
ITV  and  Channel  4  for  four  weeks  last  October. 

The  advertising  company  has  a  reputation  for  producing 
positive,  intriguing  and  memorable  campaigns,  which  is 
why  BNP  approached  them,  says  Ms  Moroney.  They  are 
happy  with  the  results:  "The  ads  are  powerful  and  very 
serious, "  she  says. 

They  were  targeted  at  women  aged  25-40  years  old;  they 
are  the  group  that  BNP  has  found  "love"  the  ads.  "We 
believe  this  route  will  work  because  it  positions  the  brand 
as  serious,  genuine  and  potent,  and  it  repositions  the 
competition  as  light-weight  and  superficial." 

BNP  are  repeating  the  campaign  this  Autumn.  Last  year 
it  coincided  with  the  launch  of  the  new  Healthcrafts  one-a- 
day  range  (C&D,  October  27,  p727). 

"It  is  one  of  the  most  successful  launches  we've  ever 
had,"  says  Ms  Moroney.  "We  see  it  as  a  very  important 
initiative  for  pharmacists;  it  is  aimed  at  first  time  users,  it 
looks  good  on  shelf,  there  is  lots  of  information,  the 
products  are  accessible,  and  they  have  the  added  benefit  of 
the  Health-crafts  heritage." 

The  pharmacy  sector  is  increasingly  important  to  BNP, 
as  one  of  the  major  growth  areas  in  the  market.  Their 
figures  show  that  growth  in  pharmacies  is  22  per  cent, 
compared  to  only  9  per  cent  in  health  food  stores. 

The  new  range  and  television  advertising  are  part  of 
BNP's  three-pronged  attack  on  the  market,  in  a  bid  to 
increase  their  market  share.  The  new  range  encourages 
new  users  and  stockists;  advertising  reinforces  the  brand 
image;  and  the  final  "prong",  promotion,  encourages 
loyalty  and  repeat  purchases,  says  Ms  Moroney. 

This  month  a  20  per  cent  extra  fill  promotion  is  running 
on  Compleat  CLO.  More  extra  fill  promotions  are  planned 
for  the  Autumn,  says  Ms  Moroney. 
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Reckitt  &  Colman's 

Haliborange  range  has  the 
second  largest  share  (value) 
of  supplements  in  pharmacy 
outlets,  strengthened  by  the 
launch  of  two  new  products 
—  fish  oil  and  multivitamin 
liquid.  These  are  already 
showing  strong  rate  of  sale  in 
pharmacies,  says  the 
company. 

The  fish  oil  is  the  first 
alternative  to  liquids  and 
capsules  currently  available. 
It  is  a  chewable,  fruit 
flavoured  tablet  that  makes 
fish  oil  more  enjoyable  to 
take,  and  is  appealing  to  both 
adults  and  children,  say 
Reckitt  &  Colman. 

A  national  television 
advertising  campaign  for 
Haliborange  fish  oil  has  just 
ended.  And  the  first  ever 
radio  commercial  for 
1  laliborange,  featuring  fish 
oil,  was  broadcast 
concurrently  in  the  London 
and  Northern  regions. 

Extensive  sampling 
activities,  including 
covermounting  samples  in  the 
women's  Press  and  reader 
offers,  are  being  undertaken 
throughout  the  year. 

Reckitt  &  Colman  are  also 
supporting  their  multivitamin 
plus  calcium  and  iron 
product,  launched  last  year, 
and  targeted  at  women. 
Regional  competitions  and 
mass  sampling  exercises  will 
be  run  throughout  1991,  say 
Reckitt  &  Colman. 


Fisons  claim  to  be  the  vitamin 
brand  leader  with  26  per  cent 
value  share.  Their  Sanatogen 
multivitamins  outsell  the 
nearest  brand  more  than  3:1, 
and  are  the  most  common 
entry  point  into  the 
vitamin/supplement  market. 
Fisons  say  that  the  Sanatogen 
name  is  attracting  many  new 
users  to  the  market,  evidenced 
by  growth  ahead  of  the  market 
last  year. 

The  company  is  brand 
leader  in  the  childrens  sector, 
and  their  range  also  includes 
single  vitamins,  supplements, 
cod  liver  oil  and  original 
powder. 

Sanatogen  cod  liver  oil  has 
a  light  taste,  and  58  per  cent  of 
users  prefer  it  to  their  previous 
CLO,  say  Fisons. 
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Natural  Flow  launc  bed 
calcium  special  delivery  last 
year,  a  calcium  supplement 
which  includes  a  number  of 
other  nutrients  whic  h  they  say 
are  involved  in  its  absorption 
and  in  bono  health 
maintenance.  They  say  they 
cater  to  "a  small,  but 
important,  niche  market  of 
'nutritional  connoisseurs'."  A 
nutrition  advice  service 
available  to  retailers  and 
consumers.  Contact  Natural 
Flow  Ltd.  Tel:  0435 
882482/3457. 

Booker  Nutritional  Products 

continues  to  provide 
marketing  and  promotional 
support  for  Seatone  in  1W I . 
Consumer  adv  ertorials  will 
place  particular  emphasis  on 
the  "elderly"  market  and 
retirement  Press.  The 
company  will  continue  to 
highlight  Seatone's  support  of 
the  charity  Arthritis  Care,  and 
feature  promotions 
throughout  the  year 

Bio-Health's  Pure-fill  range 
comprises  2^  additive-free 
nutritional  supplements  with 
pure  ingredients  in  a  natural 
gelatin  capsule  shell, 
manufactured  to  high 
pharmai  eutu  al  standards. 
Their  newest  pr<  iduc  t,  EPO 
capsules  launched  last  year, 
are  made  from  cold-pressed 
oil  and  are  therefore  solvent- 
free  say  Bio-1  lealth.  ["hey  have 
a  minimum  GLA  content  ol l' 
per  cent. 

Brithealth  have  produc  ed  an 
enterii  coated  fish  oil 
concentrate  in  hard  gelatin 
capsules,  containing  free  tatty 
acids  in  excess  of  60  per  *  ent 
EPA  and  Dl  I  A,  they  say  they 
are  the  only  company  to 
prod  in  e  this  type  of  capsule 
t'ure  omega  capsules  appeal  to 
consumers  because  the  enteric 
coating  results  in  a  reduction 
in  the  side-effe(  ts  ol  taste  and 
odour,  and  fewer  capsules 
need  to  be  taken  each  day,  say 
Brithealth. 

Lifeplan  say  produc  Is  aimed 
at  specific  groups,  su<  h  as 
S(  hool  children  and  dieters, 
are  proving  very  popular  [Tie 
company  launched  ,i  range  ot 
multinutrients  benefic  ial  to  a 
variety  of  groups  at  I  lelfex  last 
year. 

These  inc  lude  Sc  In  ><  ilife 
and  Top  marks  for  children, 
Vitrafem  for  women, 
I  ortvplan  tor  the  ovei  IDs 
Vitraday  for  dieters, 
Peacetime  for  sufferers  ol 
stress  and  C  holasitn  >l  U  ir 
helping  to  control  <  holesterol 
levels  I  .ifeplan  also 
introdu<  ed  CLOi  apsules  into 
their  range  .it  t  he  end  i  >i  las) 
year.  There  are  now  over  KID 
produc  ts  in  the  range. 
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Health  &  Diet  report  annual 
sale's  ol  over  '-7m  List  year 
with  their  FS(  brand  i  it  s<  >me 
80  products.  Their  marketing 
strategy  for  1991  is  to 
c  one  entrate  on  specific  areas 
of  health  care  with  branded 
products  Waterfall,  Blackstrap 
molasses  iron  and  Figure  trim 
S  I  lealth  c^  Diet  say  their 
£500,000  advertising 
campaign  will  ensure  regular 
exposure  for  all  three  produc  ts 
throughout  the  year,  in  the 
Daily  Mail,  (Femail  page),  Daily 
Express,  Newsofthe  World, 
Daih/  Mirroi  and  Today,  and  in 
many  women's  magazines. 

G.R.  Lane  launched  Lanepa 
liquid  earlier  this  year  with  the 
pharmacist  in  mind:  "We  felt 
that  competitively  there 
wasn't  a  fish  oil  with  the 
benefits  of  omega-3  fatty  ac  ids 
available  to  consumers  or 
pharmacists,"  says  marketing 
manager  Vere  Awdry.  I  le 
explains  that  cod  liver  oil 
supplements  also  contain 


large  amounts  ol  vitamins  A 
and  I )  whereas  I  anepa  liquid 
(  ontains  Only  traces  of  these 
vitamins. 

I  he  produc  t  s  other 
advantages  im  lude  the  ease1  ol 
taking  large  doses  (one 
teaspoonful  is  equivalent  to 
lour  capsules),  and  the 
"pleasant  "  lemon  taste,  says 
Mr  Aw  dry  Marketing 
ac  tivity,  inc  hiding  advertising, 
is  planned  for  later  in  the  year. 

Unichem  launc  bed  three  new 
ow  n  label  dietary 
supplements  last  Autumn 
children's  vitamins,  evening 
primrose  oil  and  royal  jelly 
sales  ol  whic  h,  they  say,  have 
sin  passed  all  their 
expec  tations.  I  ast  year  they 
also  launc  bed  one-a-day  cod 
liver  oil  c  apsules,  and  this 
month,  a  bottle  of  t  I  O. 

Nu mark  extended  their  range 
ol  vitamins  and  supplements 
(Counterpoints  lanuary  12)  to 
inc  lude  ( me  a-day  c  od  liver  oil 
capsules  and  garlic  perles, 
evening  primrose'  oil  capsules, 
multivitamins  and  minerals, 
and  i  me  a  day  children's 
vitamins  plus  iron,  making  a 
total  c  it  nine  produc  Is. 
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World's 
largest 

trial  on 
a  garlic 

product 
-Kwai  of 
course! 

Kwai  leads  the  world  in  scientific 
research  into  garlic  with  over 
£6  million  already  invested  and  25 
papers  published  including  7  in  the 
British  Journal  of  Clinical  Practice. 

Now  the  International  Journal 
'Drug  Research'  has  published  the 
excellent  results  from  Kwai's  latest - 
and  largest  -  trial  concerning 
cholesterol  and  triglycerides;  a 
multicentric  placebo-controlled 
double-blind  study  by  Mader  et  al 
involving  261  people  and  30  G.P's. 

This  unique  programme  of  trials 
is  only  made  possible  through 
Kwai's  high  level  of  standardised 
active  ingredients  in  an  odour- 
controlled  tablet  form.  And  that's 
what  makes  Kwai  such  an  effective 
and  successful  product  with 
consumers  too! 

I  Concentrated 
lift  Ml  Garlic  Tablets. 

Lichlwec  Ph. hum  UK  1  united.  Dominions  House  64  Hiqli  Slice!  Buinli.nn  Bucks  SI  1  7  II 
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CHILDREN'S  PRODUCTS 


KCD 


A  new  study  has  found  that  vitamins  and  minerals  do  help  improve  childrens '  IQs.  We 
summarise  the  results,  and  take  a  look  at  some  of  the  children's  products  on  the  market 


he  Dietary 

Research 

Foundation  have 

just  published  the 

results  of  their 
research  which,  they  say, 
confirms  the  claim  that  a 
supplement  of  vitamins  and 
minerals  can  improve  the 
intelligence  of  a  significant 
proportion  of  children. 

It  was  devised  after  a 
television  programme 
broadcast  in  January  1988 
(BBC1  "QED"  -  Your  child's 
diet  on  trial)  which  made  the 
claim  originally.  American 
professor  Stephen 
Schoenthaler,  who  had 
already  carried  out  research 
into  the  subject,  was 
approached  by  the  DRF,  and 
a  scientific  directorate  was 
appointed  to  supervise  and 
assist,  and  to  control  the 
analysis  of  the  results. 

This  consisted  of  eminent 
Professors  Linus  Pauling, 
double  Nobel  Prize  winner, 
nutritionist  John  Yudkin, 
psychologist  Hans  Eysenck, 
and  statistician  Eric  Peritz. 
This  study  was  supposed  to 
put  an  end  to  the  controversy 
surrounding  previous 
studies,  some  of  which  had 
produced  positive,  and 
others  negative  results  (see 
table):  instead  it  has  merely 
added  to  it  (C&D,  March  2, 
P321). 

In  Stanislaus  County 
California,  615  children  from 

Supplementation  IQ  studies  compared 


four  schools  were  pre-tested 
on  multiple  measures  of 
intelligence,  randomly 
assigned  to  one  of  four 
treatment  groups  for  12 
weeks,  and  post-tested  on 
the  same  measures  of 
intelligence.  One  cohort 
received  placebos,  while  the 
other  three  were  given 
vitamin/mineral  supplements 
based  on  50  per  cent,  100  per 
cent  and  200  per  cent  US 
RDA. 

Results  showed  that  for 
non-verbal  Wechsler  tests 
there  were  highly  significant 
improvements  in  IQ, 
whereas  for  the  verbal  tests 
there  were  none.  This  was 
expected,  on  the  basis  that 
"fluid"  intelligence,  as 
measured  by  the  non-verbal 
test,  might  be  improved  by 
supplementation,  whereas 
"crystallised"  ability  tests 
(verbal)  would  be  unlikely  to 
be  improved. 

The  percentages  of 
children  showing  an  increase 
in  IQ  of  more  than  15  points 
were:  placebo  20  per  cent;  50 
per  cent  RDA  32  per  cent;  100 
per  cent  RDA  45  per  cent, 
and  200  per  cent  RDA  30  per 
cent. 

On  this  basis,  the  100  per 
cent  RDA  formula  was 
chosen  as  the  best,  and  is 
now  available  commercially 
in  Booker  Nutritional 
Products'  Healthcrafts 
Vitachieve  (see  below). 


Lifeplan  launched  the 
following  products  at  Helfex 
last  year;  Schoolife,  a 
supplement  for  children  aged 
four  to  12  years,  formulated 
with  ten  vitamins  and 
minerals  and  18  other 
nutritional  factors.  Top  marks 
is  targeted  at  teenagers,  and  is 
formulated  to  provide 
essential  vitamins  and 
minerals  and  other  nutrient 
components  that  help 
compensate  for  fad  and 
convenience  foods. 

Booker  Nutritional  Products 

have  just  launched 
Healthcrafts  Vitachieve  (60 
£5.99)  containing  23 
ingredients  — 13  vitamins 
and  10  minerals  —  and 
targeted  at  11  to  17  year-olds. 
A  product  for  younger 
children  aged  7  to  10  years  is 


called  Junior  Vitachieve  (60 
£3.99). 

The  supplements  are 
nutritional  safeguards 
intended  to  be  part  of  a 
normal  daily  routine,  say 
BNP.  Two  tablets  —  one 


JUNIOR 

VQ^Hi  VITACHIEVE 


multi-vitamin  and  one  multi- 
mineral  in  pairs  of  blisters  — 
are  taken  each  day  with  a 
meal.  An  information  leaflet 
is  enclosed. 

BNP's  other  children's 
vitamins,  Superted,  was  first 
launched  in  March  1988  and 


DRF 


BENTON  &  ROBERTS  CROMBIE  ET  AL 


BENTON  &  BUTS 
(BELGIUM) 


NELSON  ETAL 


Nos.  of  Formulae  Tested 

3  active  formulae  + 

1  active  +  placebo 

1  active 

1  active 

1  active 

placebo 

Specially  formulated 

Formula  Details 

•  23  actives 

•  25  actives 

•  As  Benton  &  Roberts  •  16  actives 

•  22  actives 

•  Based  on  1989  US 

•  Fluctuating  %'s  of 

•  Generally  100% 

•  Fluctuating  %'s  of 

RDAs 

US  RDA  (5%-833%) 

US  RDA 

US  RDA  (6%-500%) 

•  Well-balanced 

•  Lacks  copper, 

•  Lacks  vitamin  K, 

•  Lacks  molybdenum 

•  Winning  formula 

selenium 

pantothenic  acid, 

•  Very  small  amounts 

generally  100%  RDA 

•  Less  than  10%  US 

biotin,  iodine, 

of  calcium,  magnesium 

RDA  for  iron 

chromium,  selenium, 

molybdenum 

IQ  Tests 

5  including 

2  (not  WISC-R) 

5 

3 

3  including  WISC-R 

-  WISC-R 

—  Comprehensive  test 

of  basic  skills 

Duration 

13  weeks 

8  months 

7  months 

5  months 

28  days 

Sample  size 

615 

90(72  completed) 

86 

167 

227  (214  completed) 

12- 16  years 

12-13  years 

11-13  years 

13  years 

7-12  years 

No.  of  Schools 

4 

1 

1 

7 

3 

Results 

POSITIVE  for  100% 

POSITIVE 

NEGATIVE 

POSITIVE 

NEGATIVE 

FORMULA 

Compiled  hi  the  Dietary  Research  Foundation  (DRF) 
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relaunched  in  September 
1989.  In  1990,  the  brand  grew 
1^0  per  cent:  "It's  been  very 
successful  and  grown 
steadily, ' '  says  marketing 
manager  Deirdre  Moroney. 

Reckitt  &  Colman  introduced 
I  laliborange  multivitamin 
liquid  last  October  It  is  a 
sugar-free,  orange  flavoured 
liquid  for  children  aged  from 
six  months  to  five  years;  it  can 
be  mixed  with  milk  ( >r  juice,  or 
given  on  a  spoon . 

I  laliborange  liquid  is  being 
supported  by  advertising  ana 
sampling  throughout  the  year 
in  the  mother  and  baby  Press, 


which  broke  last  year,  and  is 
being  detailed  to  health 
visitors. 

Sanatogen  Child  plan, 

launched  by  Fisons  in 
September,  is  being 
supported  in  the  womens' 
and  mother  and  baby  Press, 
together  with  sigmlu  ant 
sampling  and  literature,  says 
the  company.  Childplan 
provides  "the  right 
combination  of  vitamin"  for 
children  at  each  stage  of  then 
development,  Fisons  say. 

They  i  laim  to  In  >ld  over 
halt  ol  the  markel  for 
children's  vitamins,  .1  leading 
position  which  they  say  they 
are  determined  to  maintain 
They  plan  to  communk  ate 
the  benefits  ol  c  hildren's 
vitamins  to  an  even  wider 
audienc  e. 

C  hildplan  is  being 


supported  bv  "heavyweight" 
national  advertising  in 
women's  magazines. 

Roche's  senior  product 
manager  Richard  Simpson 
says  that  the  mam  buoyant 
sector  in  the  VMS  market 
w  ithin  pharmacies  is 
children's  vitamins 

"Within  that  market,  our 
star  is  child ren's  Supradyn, 
which  w  as  launched  in  July 
1989  and  now  has  a  20  pet- 
cent  share."  I  bis  puts  it 
behind  Sanatogen  and  ahead 
of  Minadex  into  the  number 
two  position  in  the  market, 
says  Mr  Simpson. 

"We  have  really 
concentrated  on  moving  it 
through  pharmacy,  ana  have 
not  )ust  invested  in 
advertising,"  he  says.  They 
invented  a  Supradyn 
character  tor  their 
promotional  material,  and  ran 
otters  lor  a  tree  flask,  and 
then  a  lunch  box. 

The  company  is 
forecasting  a  2S  per  cent  share 
tort  hildren's  Supradyn  by 
the  end  of  1991.  One  of  their 
objectives  is  to  establish  it  as  a 
clear  number  tw  o  in 
pharmacy.  "And,  who 
knows,  when  you  look  at  the 


trends,  we  may  become 
brand  leader  by  mid-1992," 
Mr  Simpson  adds. 

Seven  Seas  launched  a 
£100,000  advertising 
campaign  for  Minadex  on 
February  28.  A  selection  ol 
national  daily  newspapers  are 
carrying  quarter-page 
advertisements  headlined 
'  'The  easy  way  to  put 
vitamins  on  your  child's 
menu",  and  featuring  the 
Mighty  Minadex  character. 
This  builds  on  the  series  ot 
television  commercials 
screened  earlier  this  year,  say 
Seven  Seas. 

Vitalia  launched  Mr  Multy 
children's  vitamins  at 
Chemex  1990.  They  are  a  tutti 
frutti  flavoured  supplement 
for  two  to  ten  year  olds.  The 
company  has  produced  an 
educational  book  that  explain 


1 
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vitamin  supplementation  to 
children.  It  features  the  Mr 
Multy  character,  and  is 
available  free  from  Vitalia; 
details  are  on  pack. 
■  On  the  subject  of  [Q 
supplements  managing 
director  Pradip  Pattni  says: 
"It  is  outright  exploitation  of 
parents'  fears,  and  can  do 
nothing  to  further  the  aims  of 
the  industry.  It  can  lead  to 
abuse,  through  excess  intake, 
and  can  wrongly  be  seen  as  a 
replacement  for  a  balanced 
diet." 


Advertisement 
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VITAMINS 
MINERALS 

TEENAGERS 
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DIETERS 
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The  unique  Vitalert  range  of  Vitamins  and  Minerals 


VI  I  ALERT  is  a  totally  new 
concept  in  nutritional 
supplements.  VITALERT  oilers 
a  range  ol  Pen  individually 
tor  in  u  Pit  ed  V  i  l  am  i  n  -  VI  i  net  a  1 
supplements  designed  lor  specific 
age  groups  and  life-styles.  Since  its 
launch  it  has  achieved  remarkable 
success,  it  is  already  No  3  brand  in 
key  multiples  ' .  VITALERT  backed 


by  extensive  Public  Relations  and 
( 'onsumer  Promotions  is  available 
m  outers  of  Six.  The  RSP  is  12.89  for 
a  month's  supply.  Generous  margins 
and  special  offers  are  available  from 
your  wholesalers.  To  order  direct 
call  Elaine  Tyson  at  Chemist 
Brokers  on: 0705  219900. 
*Leading  Independent  Research 
Company. 
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Ironing  out  # 
a  deficiency*  % 

If  a  customer  complains  of  constantly  feeling  weak,  wean/ and  worn  out,  it  could  signal  something 
more  serious  than  simply  being  'run  down';  such  as  depletion  of  the  body's  iron  stores.  C&D 

takes  a  look  at  iron  deficiency  anaemia 


atigue  is  a  common 
symptom  of  many 
conditions  including 
various  anaemias.  If 
a  customer 
presented  with  fatigue  and 
the  cause  was  not  easily 
apparent,  they  would  need  to 
be  referred  to  their  GP  for 
investigation. 

The  symptoms  of  iron 
deficiency  anaemia  are 
weakness  and  lassitude, 
headache,  dizziness  and 
paraesthesia  (abnormal 
sensation).  Other  signs 
include  pallor,  thin  concave 
finger  nails,  and 
inflammation  of  the  tongue 
and  mouth. 

Iron  deficiency  anaemia  is 
caused  by  decreased 
absorption,  increased  need, 
or  blood  loss.  A  deficiency  in 
iron  is  the  commonest  cause 
of  anaemia  in  many  parts  of 
the  world.  It  is  relatively 
uncommon  in  western 
countries  where  the  average 
daily  dietary  intake  of  iron  is 
usually  adequate  or  where 
supplements  can  compensate 
for  a  poor  diet. 

But  there  is  a  real  risk  of 
iron  deficiency  anaemia  in 
certain  groups  with  increased 
needs,  such  as  low  birth 
weight  babies,  growing 
children  and,  most  notably, 
pregnant  women.  During 
pregnancy  the  iron  intake 
needs  to  be  supplemented  to 
two  to  three  times  the  usual 
amount. 

A  deficiency  may  also 
arise  from  blood  loss  during 
menstruation  (a  recent 
survey  showed  that  4  per 
cent  of  all  women  are 
anaemic  and  one  third  of  all 
women  and  42  per  cent  of 
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those  under  50  have  low  iron 
stores)  or  chronic  bleeding, 
such  as  from  piles,  chronic 
nose  bleeding  or  ulcers,  or 
bleeding  from  the  gastric 
mucosa  caused  by  non- 
steroidal anti-inflammatory 
drugs. 

Malabsorption  of  iron  can 
occur  after  surgery  to  the 
gastro-intestinal  tract  and  in 
coeliac  disease. 

Iron,  the  most  abundant 
heavy  metal  in  the  earth's 
crust,  is  vital  for  the 
production  of  haemoglobin. 
It  is  thus  essential  forlife, 
since  haemoglobin  carries 
oxygen  to  the  tissues.  Some 
70  per  cent  of  the  4g  of  iron  in 
the  body  is  present  in 
haemoglobin,  the  rest  being 
in  myoglobin  (4  per  cent), 
enzymes  (2  per  cent),  and 
iron  stores  (24  per  cent). 

The  symptoms  of  iron 
deficiency  anaemia  arise  from 
the  reduced  oxygen-carrying 
capacity  of  the  blood,  and 
possibly  from  a  deficiency  of 
iron-containing  enzyme 
systems. 

Absorption  is  the  main 
mechanism  by  which  total 
body  iron  is  controlled.  It 
occurs  in  the  small  intestine, 
and  is  influenced  by  many 
factors  including  the  form  of 
iron,  and  the  presence  of 
vitamin  C,  alcohol,  gastric 
acid,  and  drugs. 

A  certain  amount  of  iron  is 
lost  from  the  body  normally 
—  about  lmg  in  men,  2mg  in 
menstruating  women,  2-3mg 
during  growth  and  4mg 
during  pregnancy.  When  the 
rate  ofloss  exceeds  the  rate  of 
replacement,  the  iron  stores 
diminish  in  size.  When  they 
are  depleted,  the  amount  of 


iron  available  for 
erythropoiesis  is  inadequate, 
and  the  symptoms  of  iron 
deficiency  anaemia  set  in. 

Treating  the  deficiency 

The  presence  of  iron 
deficiency  anaemia  should  be 
confirmed  before  iron  therapy 
is  prescribed,  because  iron  is 
acutely  toxic  in  large  doses.  It 
is  usually  diagnosed  from  a 
blood  sample. 

Although  treatment  of  iron 
deficiency  anaemia  is  often 
relatively  simple,  its  cause 
must  always  he  determined  so 
that  the  underlying  condition 
can  also  be  treated. 

When  a  course  of 
treatment  with  an  iron 
preparation  is  started,  the 
subjective  symptoms  may 
improve  rapidly;  however, 
treatment  must  continue  for  a 
further  three  months  to  allow 
the  iron  stores  to  be  built  up. 

Iron  salts  can  be  given  by 
mouth  or  by  injection.  Oral 
administration  is  less 
expensive  and  is  prefered. 

The  daily  dose  of 
elemental  iron  is  100-200mg, 
usually  prescribed  as  dried 
ferrous  sulphate  200mg  three 
times  a  day;  ferrous  salts  are 
better  absorbed  than  ferric 
salts.  If  side-effects  occur,  the 
dosage  can  be  reduced,  or  an 
alternative  salt  —  gluconate, 
lactate,  fumarate,  succinate  — 
can  be  used. 

Absorption  of  iron  is 
enhanced  with  ascorbic  acid. 
However,  a  higher  incidence 
of  side-effects  has  been 
reported.  Alternatively,  iron 
in  the  form  of  a  chelate  is  said 
to  produce  a  modest  increase 
in  absorption.  These  products 


tend  to  be  more  expensive. 

Other  compound 
preparations  include  iron  plus 
folic  acid,  for  pregnant 
women,  and  iron  with  other 
vitamins  and  minerals. 

Iron  preparations  are 
formulated  as  tablets  (usually 
coated),  capsules  or  liquids). 
Slow-release  capsules  and 
tablets,  usually  taken  once 
daily,  are  also  available.  They 
produce  fewer  side-effects, 
out  are  thought  to  have  no 
therapeutic  advantage. 

Side-effects  of  oral  iron 
salts  include  gastro-intestinal 
irritation.  Nausea  and 
epigastric  pain  are  dose- 
related.  Constipation  or 
diarrhoea  may  occur. 

Although  iron  is  best 
absorbed  on  an  empty 
stomach,  gastric  irritation  may 
be  reduced  by  recommending 
that  it  is  taken  after  food. 

An  interaction  may  occur 
between  iron  and  tetracycline, 
producing  mutual 
malabsorption. 

Parenteral  iron  is  more 
expensive  and  is  only  used  if 
oral  therapy  fails.  This  may 
happen  because  of  poor  or 
lack  of  patient  compliance, 
gastro-intestinal  side-effects, 
continuing  severe  blood  loss 
or  malabsorption. 

Administration  is  usually 
by  deep  intramuscular 
injection;  intravenous 
injections  or  infusions  can 
also  be  given.  Preparations 
contain  either  iron  dextran  or 
iron  sorbitol,  which  is  not 
suitable  for  intravenous 
injection.  The  incidence  of 
side-effects  with  parenteral 
iron  is  low,  although  serious 
adverse  effects  may  occur, 
especially  in  allergic  patients. 
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ON  APRIL  14-15 

this  is  what  you'll  get  at 


Your  own  pavilion  Lanes  of  antiques  A  spin  on  the  Bluebell 


Super  restaurants  -  cracking  caffs  Gracious  Regency  Architecture  Lots  and  lots  of  seaside 


PLUS 

The  biggest  health  food  trade  show  in  the  UK/All  the  top  companies  on  display/ 
Offers  and  deals  that  will  pay  all  your  expenses  (and  those  of  your  family  and  staff)/Two  great  trade  lectures 
(free  breakfasts  thrown  in)/A  Sunday  night  dinner  dance  at  the  Metropole/ 
All  types  of  accommodation  from  5  Star  to  Guest  House/Hundreds  of  restaurants,  cafes  and  bars/ 

Come  on!  Make  a  little  holiday  of  it! 

BRIGHTON  CENTRE  is 

I  OR  M(  >KI  INI  ( IHMA I  K  )N      I  lelfex.  Angel  Court.  I  li.jh  Street.  Godalming,  Surrey  GU7  IDT  (Phone  0483-426450  Fax  0483-42692 1 ) 
FOR  ACCOMMODATION     The  Brighton  Accommodation  Bureau,  Marlborough  Mouse.  54  Old  Steine.  Brighton,  Sussex  UN  I  I EQ  (Phone  0273-27560) 


Here's  information  on 
Wassen's  range  of  nutritional  products 

(Wassen  International  Ltd.  is  a  100%  British  Company.    Some  products  available  in  29  countries) 
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Selenium-ACE 

THE  ULTIMATE  FOOD  SUPPLEMENT 

This  is  a  combination  of  100  meg  of 
organically  bound  selenium  with  the 
anti  oxidants  vitamins  A,  C  and  E,  in  order 
to  reinforce  the  body's  own  defence- 
mechanism.  Selenium  acts  as  a  co-enzyme 
of  glutathione  peroxidase,  the  cell- 
shielding  enzyme  against  free  radicals.  It  is 
particularly  recommended  for  middle-aged 
and  elderly  patients  and  for  those  with 
suspected  reduced  immune  response.  One 
tablet  per  day,  available  in  packs  of  30, 
90  and  365  tablets. 


Magnesium-0K 

IMPORTANT  FOR  WOMEN  FROM  16  ONWARDS 

This  special  formula  of  vitamins, 
minerals  and  trace  elements  provides 
among  other  things  145  mg  magnesium,  8 
mg  zinc  and  50  mg  vitamin  B6.  These 
elements  are  necessary  for  the  synthesis  of 
prostaglandins  from  linoleic  acid  (present 
in  our  food).  Magnesium-OK  avoids  the 
previous  need  for  taking  numerous  tablets 
and/or  capsules  on  a  set  number  of  days 
before  menstruation.  These  one-a-day 
tablets  are  to  be  taken  every  day  of  the 
month.  In  packs  of  30,  90  and  365  tablets. 


Confiance 

FOR  WOMEN  GOING  THROUGH  THE  MENOPAUSE 
AND  ONWARDS 

HPhis  is  a  new  100%  nutritional  one-a-day 
1  formula  especially  for  women  going 
through  the  menopause.  Containing  five 
important  minerals  and  six  vitamins,  it 
represents  the  latest  balanced  formulation 
available  and  at  the  same  time  incorporates 
the  special  nutritional  needs  for  the  way  we 
live  today.  You  can  start  taking  Confiance  at 
any  time  of  the  month.  Just  one  tablet  a  day 
every  day.  Available  in  packs  of  30,  90  and 
365  tablets. 


Genesis® 

THE  NEW  GENERATION  VITAMIN/MINERAL  TABLET 

Multivitamins  +  Iron  +  8  other  essential 
minerals.  Genesis  contains  in  each 
tablet  the  16  most  essential  food  elements. 
This  nutritional  supplement  is  for  men  and 
women  of  all  ages  from  16  years  onwards. 
The  formulation  is  unlike  existing 
multivitamin  tablets  in  that  they  usually 
contain  very  small  quantities  of  anything  up 
to  50  ingredients  in  each  tablet.  These 
tablets,  however,  are  for  the  way  we  live 
today  and  contain  just  16  of  the  more 
essential  nutrients,  but  in  more  meaningful 
amounts,  e.g.  magnesium  145  mg,  vitamin 
B6  50  mg,  iron  1 2  mg,  zinc  8  mg.  One  tablet 
per  day,  in  packs  of  30,  90  and  365  tablets. 


EACH  TABLET  PROVIDES: 

Selenium  (as  Selenium 

%RDA' 

Yeast)        100  meg 

Vitamin  A  (1,500  i  u.) 

 450  meg 

60 

Vitamin  C  90  mg 

300 

Vitamin  E  (Natural) 

 45  i.u. 

'Recommended  Daily  Amounl 

i  u  International  Units 

EACH  TABLET  PROVIDES: 
Magnesium      145  mg  %RDA" 

Potassium  8  mg 

Zinc  8  mg 

Manganese  2  mg 

Copper  1  mg 

Selenium  (as  Selenium 

Yeast)  25  meg 

Chromium       25  meg 
Thiamin  (Vitamin  B1 ) 

 5  mg  417 

Riboflavin  (Vitamin  B2) 

 5mg  313 

Vitamin  B6  50  mg 

Vitamin  C  30  mg  100 

Vitamin  D  ( 100 1  u  ) 

 2.5  meg  100 

Vitamin  E  10  i.u. 

'Recommended  Daily  Amounl 
i  u  -  International  Units 


EACH  TABLET  PROVIDES 

Magnesium      175  mg 

%RDA' 

Boron  1  mg 

Manganese  2  mg 

Selenium         25  meg 

Chromium       25  meg 

Thiamin  (Vitamin  B1 ) 

 5  mg 

415 

Riboflavin  (Vitamin  B2) 

 5  meg 

310 

Niacin  (Vitamin  B3) 

 10  mg 

55 

Vitamin  B6  50mg 

Vitamin  E  (Natural) 

 100  i.u. 

Pantothenic  Acid 

 10  mg 

'Recommended  Daily  Amount 

i  u  International  Units 

EACH  TABLET  PROVIDES: 

Vitamins:  %RDA" 

A  450  meg  60 

B.  (Thiamin)         5mg  415 

B2  (Riboflavin)   5mg  310 

B6  50  mg 

C  30  mg  100 

D  2.5  meg  100 

E  10  i.u. 

Minerals: 

Magnesium      145  mg 

Manganese  2  mg 

Iron  12  mg  100 

Iodine  140  meg  100 

Copper  0.5  mg 

Selenium  25  meg 

Potassium  8mg 

Chromium  25  meg 

Zinc  8  mg 

'Recommended  Daily  Amount 
i  u  International  Units 


Wassen  International  Limited,  14  The  Mole  Business  Park,  Leatherhead,  Surrey,  KT22  7BA,  England.  Tel:  (0372)  379828  Telex:  897645  Fax:  (0372)  376599 


